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GUARD YOUR CREDIT 
AS A SACRED TRUST 
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Are You on the Right Track? 


Is the track sound, is it safe, and does it go where 


you want to go? 


Granting credit is a good way of keeping your sales 
figures high, as long as you take certain steps to 


insure against mishaps. 


1. Keep your credit bureau up to date on current 


information from your files. 


2. When you have a new credit applicant, see that 


your personnel orders a credit report automatically. 


3. Age your accounts receivable, and at a certain 
point turn them over to your local member of ACBofA’s 
Collection Service Division. Having a hard-and-fast 
collection policy such as this will have a beneficial 


effect on all your accounts. 


Collectrite Service and Factbilt Reports through affiliated members of 


Associatep Crepit Bureaus of America Ine. 


7000 Chippewa Street St. Louis 19, Missouri 





This IDEA from Remington Rand saved 


Swank Inc. over *30,000 in one year! 


Swank used Remington Rand's SUIAP (Simplified 


Unit Invoice Accounting Plan) —saved $30,000 
cut the Accounts Receivable workload 

SUIAP eliminated posting to the ledger... copies 
of invoices are used as the Accounts Receivable 
ledger. (No transc ing of figures is required 
therefore no transcription errors.) Graph-A-Matic 
signals in the visible margins simplify follow-up by 
graphically aging tne oldest charges 

SUIAP provides a summarized credit history 
and a full record of current charges for every ac 


count, each in its own visibly indexed. easily located 


pocket. Fast, accurate credit authorization results 
Collection follow-up is an easy, practically auto 
matic clerical routine 

SUIAP is but one example of how your Rem 
ington Rand representative can help you save time 
and cut costs. He can give you valuable informa 
tion about the latest developments in office equip 
ment in electronic methods in punched-card 
methods yes, and in manual methods, too 

Stop in and see these ideas demonstrated fully 
at your nearest Remington Rand Business Equip 


ment Center 


GET THE FACTS ON SUIAP SAVINGS! 


You have much to gain by k 
1! 


inning what SUILAP 
will do tor vour Accounts Receivable. Booklet 
KD 554 gives the full story based on 10 ye 
experience with thousands of SUIAP user 

your tree copy, call Remington Rand in 

city or write to Management Controls Reference 
Library, Room 2798, 315 Fourth Ave., N.Y. 10 


PROFIT-BUILDING IDEAS FOR BUSINESS 
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NOW -An Amazing New Microfilm Camera 
FOR CREDIT RETAILERS 


te Liebold 


FLOFILM PORTABLE CAMERA 


Here’s a success story how the Diebold Portable 
saved time, space, money and labor in Ledger Posting: 


One of our customers, operating fourteen retail stores, employed five 
girls to post duplicate ledger cards of each store's transactions 

Now, using the FLOFILM Portable Camera, the ledger cards from the 
fourteen stores are microfilmed each day. One girl accomplishes this 

In addition, the stores send a daily listing of all transactions to the 
main office and these, too, are microfilmed. 

This has several advantages. It eliminates duplicate cards, eliminates 
transcription posting, makes additional floor space available, saves time 
through high speed copying and means automatic record keeping. 

The motorized FLOFILM Portable is the lowest cost microfilm camera 
made .. . Only the size of a portable typewriter . . . it brings micro- 
filming to the work—department by department. 

Diebold will be happy to come to you and microfilm some of your 
records or forms, develop the film and show you the results and 
how people in your business are applying this new method. 


See it yourself. Just fill in the coupon below for further facts, but do it now! 


EON Pars 8 ne 


Please send me complete information on your new portable microfilming comera 
NAME —_ TITLE 
ADDRESS 


|, ZONE STATE 





Note To 
MANUFACTURING !EWELERS 


Microfilming by the FLOFILM 
Portable Camera gives your 
costly designs complete pro- 
tection against theft or other 
losses 


Federal statutes recognize the 
legality of microfilmed records 
made in the course of business 
as primary evidence 


It will pay you dividends to in- 
vestigate this convenient and 
low cost method of safe-guard- 
ing your designs and records 


renee 


if 0 


FLOFILM DIVISION 
P.O.Box 127 + Norwalk, Conn. 
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Speed up Collections 


Personalized Letters 
the Automatic Way... 


with GIANT eS ee Tai 


Eliminates Dictation 
on Routine Correspondence 


SEE OUR 
EXHIBIT 
at hey S 


Easy To Use... 


Routine letters are recorded accurately 
on an Auto-typist roll. The typist 
merely types the salutation, presses the 
button, and Auto-typist takes over typ 
ing the balance of the letter automati 
cally. Auto-typed letters are completely 
personal and individual data can be 
manually typed at any point in the 
body of the letter. Available for use 


with manual or electric typewriters 


Fast @ee@eAuto-typist magic fingers 


transcribe at 2 times the speed of 
the fastest manual typist - all the way 
through to the close, including the mi 
tials — no errors, no erasures 


It will pay you to investigate today. 


Write for Free information on Auto-typist 
American Automatic Typewriter Co 
Dept. 65, 614 .N. Carpenter St 
Chicago 722, Il! 
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The Role of Consumer Credit 
In a Marketing Readiness Program 


JOSEPH S. BEGANDO, Assistant Professor of Marketing 


University of Kansas, Lawrence, Kansas 


INCE 1945, when the use of consumer credit began 

its postwar upward surge, many individuals, whether 
consumers, businessmen. or statesmen, have viewed the 
situation, with some apprehension; and on several oc 
casions the continued growth of consumer indebtedness 
has been labeled excessive and economically dangerous 
Consequently, the uneasiness was significantly reduced 
when the year 1951 ended with consumer indebtedness 
standing at only 21.468 billions of dollars. Although this 
figure had again established a new dollar high in con 
sumer indebtedness, it was only slightly over one-half 
billion dollars more than at the end of 1950. This was 
in direct contrast to the increases of 3.2 billions of dol 
lars from the end of 1946 to the end of 1947, 2.8 billions 
from the end of 1947 to the end of 1948, 2.7 billions 
from the end of 1948 to the end of 1949, and 3.7 billions 
from the end of 1949 to the end of 1950 (see Table 1). 
In fact, in terms of stabilized dollar values consumer 
debt had actually decreased between the end of 1950 and 
the end of 1951 by over one-half billion dollars. 

Then came the year 1952 As it ended consumer in 
debtedness had registered a new all-time high of 25.705 
billions of dollars. This was an increase of 4.2 billions 
of dollars in a single year; in fact, it was the largest 
Needless to 


say, consumer indebtedness is again being closely surveved 


yearly increase of the several postwar years 


and in some quarters one can again detect an uneasiness 


concerning the current use of consumer credit 


Table IL. 
Outstanding Consumer Debt by Type 
All Figures Are in Millions 
Potal Total 
Total Total Charge Single 
Consumer Installme Account Paymer 
Debt Debt Dept 
8,338 1,471 
9.172 »f 1,645 
5,983 1,444 
4,901 1,440 
Sil . ) 1,517 


5,665 
8,384 4,162 
11,570 6,695 
14,411 8,968 
1949 17,104 11,516 


1950 20,813 14,490 
1951 71.468 14,837 
1952 5 705 18.639 


Source Federal Reserve Bulletin, April, 1953 
346-347 


Consumer instalment credit has again proved to be the 
most volatile element in consumer indebtedness. ‘Total 
consumer instalment debt increased during 1952 from 
14.837 billions ot dollars to 18.639 billions ot dollars. 
Increases in consumer instalment indebtedness accounted 
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for 3.8 billion of the 4.2 billion dollar increase 
consumer debt from the end of 1951 to the end 

On numerous occasions in the past those closes 
sumer credit have endeavored to enli 1 other persons 
regarding the role of consumer credit in our economy 
In the postwar years when the dollars of consumer in 
debtedness were increasing rapidly, it seemed logi to 
point out to those who were overly alarmed that in terms 
of the prewar indebtedness (usually the year 1940 was 
used) the present consumer debt was not excessive, even 
though the dollar amounts seemed to indicate different] 
In most cases the point was made that dollar values | 


ort 


hanged, and that inflation itself was an imy 
tributor to the increased dollars of consumer 
For example, it could 


standing at the end of each year. 
be pointed out that the outstanding consumer debt of 
21.468 billions of dollars at the end of 1951, when ad 
justed for the change in the general price level, amounted 
to only 11.567 billions of 1935-39 dollars It was the 
amount of 11.567 billions of dollars then that should be 
compared with the 8.321 billions of 1935-39 dollars out 
standing at the end of 1940, rather than comparing the 
21.468 billions at the end of 51 against the 8.338 
billions at the end of 1940 (see Table I1) In other 


words, a true! expression of the increase in consumer deb 
was about 40 per cent in adjusted dollars from the « 
of 1940 to the end of 1951 rather ¢] ly 160 


cent in unadjusted dollars 


Table Il. 
Total Consumer Debt in Adjusted Dollars 
Consumer Debt Figu \re in M 
Consumer 
ce Index 
Us 
Lota 
Consumer 
Debt 


i) 


8,338 
I 


1947 
1948 


1949 


195 
1951 
1952 
Sources Federal Reserve Bulletin, April, 1953, ; 
*1940-1941—Federal Reserve Bulletin, October, 1951 
1942-1952—Federal Reserve Bulletin, February, 1953, 


Furthermore, it has been almost universal practice to 
emphasize that the dollars of consumer debt should not 


be separated from the ability of the consumer to repay 





that indebtedness. Disposable personal income for each 
year has been used as evidence of the ability of the con 
sumer to retire his obligations. It could be shown that 
when disposable personal income for each postwar 

was divided by the outstanding consumer debt at 


of the same year, a percentage figure resulted which 


dicated a sound ratio (by prewar standards) between « 
sumer debt and consumer income. For example 

end of 1940 when the greatest proportion of con 
income was obligated, consumer debt was an ame 
equal to 11.01 per cent of the disposable personal income 
for that year; and at the end of the year 1951 consumer 
indebtedness was equivalent to only 9.54 per cent of d 
posable personal income for that year The relations 
existing between consumer debt and consumer in« 


each of the postwar years indicated that the ind 


Was not excessive in terms of successful pas 


see Table IIT) 


However, while these two procedures wer 


ner 


placing the growing consumer indebtedness ir 


perspective, there was a danger in this method whi 
not immediately recognized. It is simply this 
ing and emphasizing a base year, such as 1940, tl 


has been conveyed to many individuals that whenever the 


current consumer indebtedness can no lon ¢ 


favorably with the base year pom ll have 


mpared 
been 
reached where any addition to cor lebtedness will 
result in a painful economic adjustment. Perhaps it is 
this very reason that at least xplains the cur 
rent rumblings concerning the 2 lions of dollars 
of consumer debt outstanding at th 1 of 1952. Even 
if the outstanding consumer d » end of 1952 is 


adjusted to compensate r th inged value of the 


dollar it becomes 13.543 bill s of s, which is more 


Table IIL. 
Percentage of Consumer Debt to Disposable 


Personal Income 


Personal 


Income 


1952 
Sources: “Federal Reserve Bulletin 
1940-1948—National Income Suppleme Survey 
Business, 1 edition, Table 3 I 
1949-1952 


51 { I 
Federal Reserve Bulletin, March, 1953, p 


than 60 per cent over what the debt was at the end of the 
base year 1940. And if we compare disposable personal 
income for 1952 with the consumer debt outstanding at 
the end of 1952 we get a percentage figure of 10.98, 
which while still favorably compared to the 11.01 per 


significant 
54 oper cent tor . 1951 


relatior 


] 
sonal nom 


itstanding 


he is con 


onsumer 
economy = ts 


program if 


of cornsurne roods 
ch we are now it n to produce 
It would indeed be 
ot consumer credit s ld 1 ‘ hile other seg 
ments of the econon ire i ‘ f vidence 
ot the chang ng econom one nee mil no popu 


lation increase of the past few decades 1 he popul ation of 


the United States has increased from approximately 120 
persons in 1929 to 158 million persons in 1953 

cent in slightly over two 

the number of families (the 

unit for a growing number of com 

mod has increased from ipproximately 30 million in 
1930 to f im ly 44 million at present, an imecrease 
i little over two decades While 

‘more potent al user credit, 

ceptar ¢ of ind 

It seem " wus 

te ’ vhac | tation on the 


ot consumer credit governed by economic conditions 
existed | base “ar more than 

n mie; 

nor il could lea luction by 


] 


personal demand tor d use of credit 


imount t sumer which they are willl 
ustomer or ; 1 reinstitution of controls 
ner instalment credit buying At this time 
these actions could have | ettect 
por the economy We ire 
economic position in which ou 
ind services may overburde 
thon ) those same good 
innecessarily one of 
move consumer goods and 
channels 
Because gross nationa 
the nation’s entire output 
iS an important productive 
y within our ‘ . I\ ). 
(sross national produ s composed the market 
ilue of goods and set c ) uring year tor 
personal consumption personal consumption expendi- 


) 


tures 2) the market value of « ipital goods bought dur 


ng the vear gross private domestic investment), (3) 
the net increase or decrease in claims of Americans against 
foreigners during the year net toreign investment), and 


4+) the value of governmental services measured by the 
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Table IV. 
Gross National Product 


(In Billions of Dollars 
Govern 
Personal ment 
Consump Gross Purchases 
Gross Net tion 
National 
Year Product 


1940 101.4 1.5 
1941 126.4 1.1 
1942 161.6 ? 
1943 194.3 
1944 213.7 


Private of Goods 
Domestic and 
Investment Servic 


Foreign Expendi 


Investment tures 


1945 

1946 

1947 

1948 

1949 

1950 84 

1951 329 d 

1952 346.3 } 216.3 $2 


Sources 1940-1948—National Income Supplement Survey 


of Current Business, 1951 edition, Table 2, p. 150 
1949-1952—Federal Reserve Bulletin, March, 1953, p. 29 


cost of the goods and services which governmental units 
purchase (governmental purchases of goods and services ) 

Since 1945 personal consumption expenditures have 
risen rapidly, as was expected. A combination of factors 
including low consumption expenditures in the 1930's, 
forced abstainment from consumption expenditures fer 
durables during the war vears of the 1940's, and increased 
disposable personal income has given impetus to postwar 
demands for nearly all types of consumer goods and serv 
ices. Personal consumption expenditures have risen from 
72.1 billions of dollars during the vear 1940 to an all 
time high of 216.3 billion dollars during 1952 

In each of the postwar years gross private domestic 
investment has been unusually large. At least one reason 
for the needed increase in private domestic investment was 
the low capital goods expenditures made during the 
1930's. This was a period in which the demand for con 
sumer goods was low, and consequently in which expan 
sion or modernization of industrial facilities was negligi 
ble. Perhaps another reason for the postwar shortage of 
capital goods was that during the war years there was no 
time in which to build substantial amounts of new plant 
Although 


production was increased tremendously it was done pri 


and equipment through private investment. 


marily with old plant and equipment not new. Gross 
private domestic investment reached a peak of 58.5 
billions of dollars during 1951 as compared with a figure 
of only 13.9 billions during 1940. 

In the early years of the second world conflict govern 
mental purchases of goods and services were of necessity 
rapidly increased; and, although declining, continued at 
a high level in the postwar but pre-Korea years. After 
entering the Korean conflict governmental purchases of 
goods and services again mounted sharply. While pur 


chases of goods and services by governmental units 
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amounted to only 13.9 billions of dollars during 1940, 
they rose to a peak of 96.5 billions during 1944. By 
1947 they had dropped to 28.6 billions, but during 1952 
had risen to 77.8 billions. 

Net foreign investment for the past several years has 
been an insignificant part of the gross national product. 
In 1952, for example, net foreign investment amounted 
to only two-tenths of a billion dollars, at a time when 
the gross national product had reached an all-time high 
of 346.3 billions of dollars. 


It may be said that at present our productive capacity 
is at a level which is enabling it to supply (1) increased 
quantities of consumer goods, particularly durables, (2) 
large amounts of capital goods for expansion and modern 
ization of industrial plant and equipment, and (3) goods 
and services, primarily war materials, demanded by gov 
ernmental units. The question that presents itself is, of 
course, “How much will personal consumption expendi 
tures need to increase to keep the economy operating 
smoothly if both private domestic investment and govern 
mental purchases of goods and services are substantially 
reduced?” The present outlook would certainly call for 
both to be reduced before long. As a matter of record, 
gross private domestic investment dropped from 58.5 
billions in 1951 to 52.1 billions during 1952. However, 
this had no noticeable effect upon the economy since it was 
more than balanced by an increase in governmental pur 
chases of goods and services from 62.6 billions of dollars 
to 77.8 billions of dollars 


the future, barring unforeseen developments, are for re 


But governmental plans for 


duced spending and it is anticipated that private domestic 
investment will continue to decline at least for a while 
‘T hese comments are designed merely to show that what 
could be a troublesome economic situation is in the mak 
ing. Fortunately, there are perhaps several solutions to it 
However, the solution which seems most compatible with 
our desires to preserve our basically capitalistic economy 
is to achieve a satistactory level of employn ent without 
asking the povernment again to institute various ontrols 


and to increase governmental spending 


Increase in Consumer Goods and Services 


It seems apparent that the marketing men of this coun 
try must assume a rather grave responsibility in this 
matte! Consumer goods and services can be produced 
but in the next few years they must be moved through the 
distributive channels at a higher rate than ever before 
Estimates of a needed increase of 2 30 billions of 
dollars in personal consumption expenditure the next 
few years do not seem at all unrealistic 

From the point of view of stimulating the consumer 
one of the most potent forces in moving goods trom pro 
ducers to the ultimate consumers is credit. During 1952 
it is estimated that approximately 50 billion dollars of 
consumer credit was used, and was an important tactor 
in the distribution of the 216.3 billions of dollars of goods 
and services absorbed by consumers. Consequently, credit 
managers would do well again to examine their policies 
and procedures with a view toward making any necessary 
changes. Credit executives must not underestimate the 
contribution that the proper use of consumer credit can 
make to increased personal consumption expenditures 
They must stand ready to assume their share of responsi 


for achieving a needed marketing readiness program 





What Is Good Credit Bureau Management? 


ELIZABETH SCHLARB, Credit Bureau o 


HERE IS NO such thing as a progressive credit 
bureau without progressive members. There is no 
such thing as speedy, accurate, complete credit bureau 
service without consistent member cooperation. There is 
no such thing as a good report without a good organiza 
tion to make it. Credit Bureau service exists today be 
cause a central clearinghouse for information is the least 
expensive way and the only sure way to get the best 
results. But a credit bureau can be only as good as its 
members.” 

Recently we quoted this paragraph to our 
manager, remarking that we thought it a 
statement, and he replied 

“Yes, most of it. But I don't go for that 
about a credit bureau being only as good as 
I think that’s wrong. I think it’s 
ment 

“I’m sure, for instance, that 
take a flourishing bureau and m t in no 


time. I’m equally sure that ther i 


rin 
management can do to build uy ganiza 
tion. ‘The ideal bureau manager is more than just a skill 
ful executive. He is a real leader He went on to give 
us his reasons for holding this opinion 

\ credit bureau occupies a unique px 
ness community It is the or nization 
direct lines of communication w undreds of firms 
and compiling confidential info on obtained from 


company records There is no other non-competing cen 


tral agency which has the same lationship to business 
For this reason the credit b iu must take the nitia 
tive in credit leadershiy It has no right to wash its 
hands of this responsibility and say it is all up to the 
members. The bureau is the natural hub from which a 
good credit control program should radiate 

It is the duty of the bureau manager to keep a highly 
skilled eye on the needs of members, credit-wise, and to 
make sure that the service fits those needs. On the other 
hand, he must see to that a member does the right 
things to get the best r: sults for himself. Since members 
do not always know t'.e best thing to do, education and 
leadership are necess: ry 

Everyone must be made to understand clearly how the 
principle of cooperation redit control works to the 
common advantage. It is not true that credit granters 
will not work together but sometimes they have to be 
persuaded, begged, cajoled, or scolded 

\ bureau manager must fight for vital principles; 
mend fences; even cancel memberships when important 
Management can be called good only 


Members will 


certainly work together for a good credit program, if 


rules are violated 


when it knows and acts upon the truth 


what is expected of them has been made entirely clear. 
Ihe best bureau management also includes providing 

many special services which never appear on any mem 

ber’s bill. 


phone ringing all day: 


ere are a few oO le teasers which eep 1¢ 
H f t the t hich keep th 


Difficult problems of identity rge s; is in the 


ofing and information about the s confused, or 


facoma, Tacoma, Washington 
the rd has gaps in it A credit manager lacks enough 
into n to make a decision to grant or refuse credit 


nxious not to lose a big sale or take a big loss 


ind he 
either In such cases the credit bureau delves back and 
back and back, digging out past history until the buyer's 
true status can be established without question It takes 
ime and an expert, but a lot of sales are made possible 
which otherwise would be lost. 

Disputes: This is another instance which calls for 
In cases involving a dispute a sale 


often hinges upon whether a man did, or did not, do cet 


special investigation 
tain things Perhaps it was an honest ditterence of 
opinion I stal lishing the real facts demands a parti ular 
together many small pieces much like a 
Mu h money 1 made or saved 


sistent search for the clinching fact which confirms 


igsaw puz 


denies what a customer isking tor cre 
The credi 


decisions tor cr! 4 t t nm some cast 


l ncertain 


observed that ot conflicting information 

illy being buil bou ’ ipparent 

good credit h 

point i thorougl \ ’ 1 i i lown 


} 
If it 


b piacements t il I bureau 


i] 
ind ask the manage! i person qualified 


do af irticular « ill the 
time and member 
much, 

fion addvice \ deal of collection advice 
is dispensed from day to A member may have an 
account which has bogged down but he still feels it is 
collectible Lhe bureau will pive him suypestions ind 
occasionally will even dictate a collection letter for him 
to send to the debtor 


He pP te eail fp Sonne The 


credit offices often amounts to as much as 40 r cent 


innual turnover n 


ind new employees are not alway tamilia wi their 


work A good many ask the bureau manager for advice 
on the way common problems ire usually handled 

Talks with persons who have been refused redit 
About a dozen people come to the bureau every day de 
manding to know what is wrong with their credit rec 
ords, and mad about it too! They are always surprised 
to discover how much is known about their paying habits, 


Much educa 


tional work is accomplished in these interviews From 


and how important certain details are 


poor credit record was acquired the 


it how he can ¢ lish a good 


] } P } 


sum up, if there were an ide ureau man 


ager, he would be an impossible fellow! He could use 


a graduate degree in economn 1 master’s degree in 


merchandising, a couple of degrees in law and psychology, 


with a prodigiou memo thrown in All he needs to 


know is how to answer questions and to tell people what 


to do, and how to do it! ne 
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Credit Department—Credit Bureau Helations 


The Credit Bureau Manager’s Viewpoint 
RUDOLPH M. SEVERA, Executive Manager, Credit Bureau of Greater New York 


N FEBRUARY, 1948, I addressed the annual confer 

ence of Districts Two and Twelve on the subject 
“Can Our Credit Granting System Be Streamlined?” In 
that talk, I expressed the opinion that much of the work 
done in Credit Bureaus in verifying and checking the 
information on new credit applications was wasteful, 
repetitious, and could be eliminated with more selective 
and objective methods of credit investigation and credit 
checking. 

Considerable water has poured over the dam since that 
time, and much has been done to streamline the methods 
and practices and to bring the thinking up to date in the 
field of investigation and credit extension. In fact, we 
might say that in some cases, the pendulum has swung 
too far in the direction of oversimplification, and we are 
in danger of drifting into waters which may be unsafe if 
an economic storm should suddenly beset us. Some of us 
are like a man who, having just finished pumping a 
bicycle up a hill, and now coasting down the other side 
decides to take his hands off the handlebars, in the com 
placent belief that there will be no ruts or obstructions to 
upset him on the easy road down. 

I believe we will all agree on one common aim or 
objective, and that is to achieve maximum service to cus 
tomers who use credit in our retail stores, our service 
organizations and our financial institutions, with a mini- 
mum of risk, and with the expenditure of the least 
amount of time, effort and money on the part of all con- 
cerned. 

The purpose of this discussion on the subject of Credit 
Department—Credit Bureau Relations is to state openly 
and frankly what we consider the weak spots in our sys 
tems, methods and attitudes, so that we may make a co 
operative effort to remedy our shortcomings and eliminate 
roadblocks which hamper credit department—credit bu 
reau relations and impair our ability to achieve our 
mutual goal of superior customer service. 

I am an advocate of self-criticism as a means of remedy 
ing most effectively any faults which may exist in our 
operations. I feel that if every credit manager and every 
credit bureau manager would make it a constant practice 
to examine regularly every function performed in his own 
organization, to determine whether it is being handled 
properly, promptly and in a cooperative manner, there 
would be no major problems between credit departments 
and bureaus. However, I also recognize that we are all 
human and therefore fallible, and sometimes, as the say- 
ing goes, “we cannot see the forest for the trees.’’ Nor 
do we always have the time to make the tests and inspec 
tions necessary to correct our own faults, or to discover 
flaws which some subordinate may find it convenient to 
keep under cover. 

I have listed a number of thoughts which I offer in a 
constructive spirit to the credit granting fraternity, as a 
possible means of improving the lot of credit bureaus: 


1. In taking applications, an effort should be made to be 
sure that accounts referred to are fairly recent. We all 
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recognize the need for getting complete information on 
credit applications, but sometimes we neglect the nature 
or quality ot the information. One of the points over 
looked most by the interviewer, when asking the customer 
for trade references, is to determine the recency or an 
ciency of the activity on the accounts referred to. Credit 
Bureaus are often criticized for reporting “no record of 
an account” or “no active account” on references fur 
nished, but when the customer is re-interviewed, it is 
found that she has not used the accounts referred to for 
anywhere from five to ten years. After all, the inter 
viewer did not ask her when she had the accounts. All 
she asked was “have you ever had previous accounts 
madam?” My suggestion is that all interviewers ask 
some torm of question designed to determine whether 
the accounts referred to are sufficiently recent to form 
a proper basis for extending the credit. For example 
“Have you had active charge accounts within the past 
three years, madam?” might be an appropriate question, 
and it might eliminate entirely the necessity of checking 
ancient references, with a resultant saving in expense 


2. There are so many different types of accounts carried 
by both stores and banks, that it is important in taking 
references to ask what type of account referred to. In 
stores, charge account, revolving credit account or 
installment account, and in the banks, a regular checking 
account, checkmaster or savings account, or one of the 
We in New 
York can always be assured of a difficult time when an 


several types of personal loans in existence 


out-of-town bureau sends us an inquiry on a common 
name such as John M. Smith, formerly of Brooklyn, N. 
Y., references National City Bank and Saks & Co. ‘The 
bank carries half a dozen varieties of accounts in more 
“Saks & Co.” might 
be any one of three separate stores in the city, which in 


than 50 branches, and the name 


turn carry several types of accounts. 


Practice of Holding Credit Applications 
3. The practice of holding credit applications in the 
“pending” 
mation. 


file until receipt of every last item of infor- 
Sometimes the Credit Bureau, through con 
ditions beyond its control, is required by an employer or 
other source of information to write for the data required 
Frequently, the written request is no more productive 
than the original telephone call, for the reference has no 
intention of providing the information, or merely takes 
his own good time. The balance of the report is en 
tirely favorable, and the customer's employment has been 
verified by hearsay, though not officially. Such applica 
tions often may be approved with reasonable assurance 
that the hearsay information is correct, and it is well to 
instruct the credit information clerk to refer such cases 
to a person authorized to approve the accounts, rather 
than wait until all of the information has been received 


4. Not answering references for the Credit Bureau on 
schedule. This is one of the most serious drawbacks 


suffered by bureaus in their efforts to render good service 





to members. In times of help shortages, there is a tend 


ency in the credit department to use the clerk in charge 
ot answering inquiries for the bureau, to cover other 
employees who are absent. 
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by dwelling on nonessen‘ials, insisting on full reading of 
lengthy reports when briefed data should be sufficient, 
asking for additional reterences or information which are 
not really necessary, or requiring an explanation of simple 
terms used in the trade. New employees who are to 
have regular contacts with the Credit Bureau should be 
invited to visit its ofhces for a tour of inspection and an 
explanation of the services it renders, so that they can be 
familiar with the character and scope of the work done 
by, and the problems encountered within, the Credit 
Bureau. 


12. Referring customers to the Credit Bureau unneces 
sarily in connection with mildly derogatory items which 
could be explained easily in a customer interview in the 
credit office. I refer to the type of case in which the 
customer's character and financial background are good, 
and most of the trade accounts are satisfactory, but an 
occasional slow-pay item, a court record, or even an item 
involving some mild form of criminality, appears in the 
Bureau report. In many of these cases, the credit checker 
becomes overcautious and refers the customer to the 
Credit Bureau, often to the annoyance of the customer. 
The Bureau manager or other individual in charge of 
customer relations must take the explanation offered by 
the customer, have the information re-checked, and re 
port back to the member, when in most cases the member 
could have simply interviewed the customer and accepted 
the explanation of what had occurred and how it was 
disposed of. 


13. Sometimes a customer whose account has been re- 
jected or held up because of derogatory information will 
insist on learning exactly what the reasons are for not 
The Credit granter, 
for want of a better answer to the customer’s insistent 


approving the account promptly. 


demands, may reveal the classification of the member 
who reported the derogatory information, the time of 


such report, or the amount involved. Any of these clues 
may suggest immediately to the customer which member 
it was who reported the unsatisfactory experience, and the 
next step usually is for the customer to call the member 
and charge him with libel, slander or black-balling tactics. 
It is much better practice to inform the customer that 
there are certain items in the files of the Credit Bureau 
which require discussion, or that the Credit Bureau re 
quires further information to complete the report, with 
out going into details. Trained customer relations spe 
cialists will generally propound a series of questions to 
the customer such as: “You have had accounts with the 
stores in the past, haven't you, madam ?’’—‘‘Were these 
accounts paid promptly in 30 to 60 days?” or “Did you 
sometimes allow payments to become I ° In this 
way, the customer often will reveal voluntarily her own 
past shortcomings, and may be led into  self-censure, 
rather than building up resentment against the members 
who reported her accounts slow or unsatistactory Where 
the items represent suits and judgments which are public 
records, it is perfectly safe to say that “the put blic records 
show that you were a defendant in a court action brought 
by the So-and-So ¢ ompany ” Here, the member cannot 

blamed for a voluntary ; for the court records are 
open to the public 

I believe I have covered the outstanding points which 
[ consider it important to bring to the attention of the 
credit managers in this discussion, as a possible means of 
improving credit department—credit bureau relations and 
operations. I would like to state again, however, that 
before offering any points of criticism, it is essential that 
the credit bureau manager be sure that his own organiza 
tion is cooperating fully with its members, by doing an 
efficient, comprehensive and speedy job in compiling and 
furnishing credit information 

Recently, I had the pleasure of making a talk at the 
Utica, N. Y Conference of our Associated Credit Bu 
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reaus of New York State, in which I advised the credit 
bureau managers.to pursue the tactics used by large cor 
porations in training their salesmen to know their prod 
ucts and the uses to which they may be put. The Bu 
reau Manager who wishes to render objective service to 
his subscribers will study closely, not only the best tech 
niques for compiling reports and information, but als 
the basic reasons why credit bureau service is used 
members, and what the potentialities and limitations ar 
on the use of such services. Unless the credit bureau mar 
ager understands fully the problems of the credit depart 
ment—how much information is required, the speed 
necessary in dispatching orders or approving accounts 
the protection factor weighed in the light of the type of 
patronage the member serves and his bad debt loss ex- 
perience, the limitations on expense, and other fine points 
relating to their over-all performance—he will never be 
able to do an objective job in streamlining his services t 
fit the requirements of his members. 


In our Bureau, we are trying to teach more and mor¢ 
of our employees the fundamentals of credit approval and 
authorization—not in the expectation that they may 
usurp any of the functions of the credit department 

but so that they may use their talents to render more 
selective service to our subscribers, and avoid repetitious 
and wasted effort. We all recognize the fact that the 
days when the credit manager's task was principally to 


pore over and analyze reports all day long and far into 


the night, are gone forever. This is an age of objectivity 
and the credit manager has just alx enough time daily 
to look at the more important cases involving abnormal 
amounts of credit, and those which require declination 
Ihe routine approvals are left to his subordinates. And 
iny work that can be saved eit! for him or for then 
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by the credit bureau illows me time for handling overt 


limits, collections, sales promotion, and the many other 
mportant tasks for which the credit manager is hel 
responsible in a modern credit ofhce 
One of the project Bureau 
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We cannot accept what we d 1930 or 1940 a 
standards of good performance today, any more than we 
would want to accept the crystal set as a proper standard 
for the modern radio or a Model T Ford as a symbol of 
good performance in this age of advanced automobile en 
gineering. Our offices can well be our research labora 
tories, in which the methods and techniques of today are 
constantly being examined and analyzed for the purpose 


of developing superior performance tomorrow. wee 
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What Management Expects From a Credit Department 
W. B. Polay 
General Me chchad : ol Company 
Sioux City, lowa 


A STORE comes much closer to the day-by-day 

lives of many people in its community than 
does the mayor or any other public official. A 
store plays an exceedingly vital role in its com 
munity, It therefore is up to the store to play 
that role well. And it can play that role well 
only if it has several definite qualities. 

First, it must have Character. It must have a good 
character in the same way we use that term in the case 
of a person. The store must be honest. Square-deaiing 
must be interwoven in the very fabric of its existence 
It must do the right thing just as naturally and just as 
instinctively as the individual performs a natural func 
tion. ‘That comes about through a policy that is so clear 
so thoroughly established that it has become inherent 
Add to that the strength, the resolution to adhere to that 
set of principles constituting its policy in the face of 
changing conditions, and you have a store of character 


It must radi 


Second, a store must have Personality 
ate warmth of feeling, cordiality and friendliness. It 
must draw people to itself. It must have color; it should 
be interesting and exciting. In the making of a store’s 
personality, its physical appearance is an important factor, 
the exterior, windows, entrance, appointments on the in 
side, fixtures, flooring, walls, and the general atmosphere 

The people that make up the store’s personnel are an 
other great factor. ‘The appearance of these people, per 
sonalities, attitudes, interest in their work and in their 
customers, way of doing things, all are component parts 
of the store’s personality. An equally important factor 
is the merchandise itself, its quality, way it is kept in 
stock, way it is presented to the customer. And what 
great things can be accomplished by a store that has 
Personality. 

Uhird, a store must have Vitality. It must be filled 
with ambition, with eagerness to do its job well. This 
is not to be mistaken with just going ahead in figures as 
is so often the all-overpowering aim. Rather a store 
must be intent on playing its role well and that means 
far more than just increasing its figures. And_ besides 
the will to do its job well, there must be the energy, a 
well-directed dynamic force. When all these are present, 
a store is vital, vibrant. 

Fourth, a store must be conscious of its obligations to 
the community. It must play its part in the various civic 
activities whether these be aimed at the advancement of 
the community or of a charitable nature. It must be an 
active unit, not passive; it must join in these undertak 
ings earnestly, not just be a mere financial contributor. 

When a store has all these, it will exercise a tremen 
dous influence for good. It will enhance the happiness of 
the individuals who live in it much more than anyone 
may realize. If you want to know how much it will do 
this, just think how happy a woman is, for example, when 
she has a pleasurable shopping experience in a store and 
leaves it with an article that gives her continuing pleas 
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ure and satisfaction. Multiply this example many thou 
sandfold and do you not get a sense of quite a lot of added 
happiness ? 

When a store makes such a contribution of happiness 
to its community, we need have no doubt of its well 
being and success. That well-being and success can be 
attributed to our executives. What are the qualities of 
these executives? I stress strongly enough the importance 
of the credit executive as he is a very important cog in 
the wheel. 

Vo place executive qualifications in order of importance 
could result in a tabulation with which anyone might 
take issue, depending upon his point of view, but I feel 
that after all executive leadership is an art, not a science 
There is no royal road to leadership and no “open 
sesame” except by the development of some, at least, of 
the following skills. 

I remember a sign in one of our offices which read “If 
you want to be successful, work like Hell for eight hours 
a day and don’t worry, then some day, you will be boss 
work twelve hours a day and have all the worries.” | 
Worry is the 
antithesis of work. The man who worries about his job 
is the fellow who does not work hard enough at it. 


subscribe to this except the worry part. 


Worry can drain the source of an individual's energy to 
the extent that it brings about the thing he fears. Worry 
can easily become a habit and can reach the stage where 
it is enjoyed, but it accomplishes nothing and does not 
belong in the category of executive qualifications. 
Progress is normally made by doing more work than 
Is expected of you More even than you get paid for. 
That ability to take on more work is one of the rungs 
by which the executive climbs up the ladder, and he still 
has it when he reaches the top. He is continually bom 
barded by demands on his time. Each demand contains 
a certain amount of pressure and each must be satisfied. 
If he attempted to satisfy all the demands made upon him, 
he would be unable to stand up under the strain. There 
must be relief from this pressure, so he can have time to 
think before making extremely difficult decisions. ‘That 
relief lies in the next qualification for consideration. 


Ability to Delegate Authority 

Ability to delegate authority is important and one of 
the most difficult to exercise. The closer one approaches 
the top of the executive ladder, the more important be 
comes the ability to let others decide for you. Errors in 
decision in a large organization may involve millions of 
dollars. Perhaps the primary duty of the executive is to 
make decisions. The man who avoids that duty never 
makes an executive. 

Some decisions must be made by the top executive. 
Not all decisions are easy to make, and many of them 
must be contrary to the interest of some person or group 
involved. The skill to be developed is the ability to weed 
out the personal element, the emotions, the ability to 
make the decision rationally and consistently with neces- 
sary policy and precedent. 





The executive who delegates authority cannot delegate rl , ul por It is even 
responsibility. No top executive can dodge responsibility orta » org m ich member 
of an error in judgment because it was made by one of I issigne ) e mi understand the 
his subordinates. His Board of Directors will hold him | 
responsible. We should rephrase this attribute of a good 
executive to read: the ability to delegate authority but 


to maintain responsibility lo do so with a minimum otf ' Chere will probably be 
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staff relationship 
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qualification. evel ri Lh will also be /Jine relationship 
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the supervisor. If he feels his decision w 
to what his supervisor would make, 

1 ZOOK 
action and present his views and logic to ao 
There is an old expression which runs | his meniew. who 


better be nice to your office boy because the dow wh« 


be your boss.” In other words instead of be 
cause some day you may want them to treat , ; 


Your workers have been selected and organized into a 
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' ire to vour ofhes 

because he is that kind of person 1} ict that loval anal coach wasches 

, ; 

supporters help him succeed ning kr f 1, but it tee teen ten onion 

is not the motivating force for his members and to ascertain how those weak point 
Be yourself. Give your pervisor the respect and 

courtesy vou would give anyone else reaching the similar 

position of responsibility. Do not theoretically snap to 
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if vou had acted normally 


Do Not Betray Confidence 

Of course, that goes for the relationship between the 
boss and you, and also your relationship with your asso 
ciates. It can hurt you economically if you betray the 
confidence of the boss. You may be out of a job. Do 
not let your desire to parade your importance persuade 


you to tell others what the boss told you in confidence Ke.itocc 
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strengthened. He permits them to take responsibility 
and to make mistakes, with the expectations that once 
they have made mistakes they will become more receptive 
to counsel and advice 

Patience and forbearance are essential skills for an 
executive. He must be prepared to let his lieutenants 
make mistakes when he feels they can learn from such 
errors. After a mistake has been made, furthermore, a 
good coach patiently tries to help the man to attain an 
understanding of where he erred and how such mistakes 


can be avoided in the future. 


Coordination and Cooperation of Executives 

Coordination and cooperation of executives with their 
associates make the team click. You and I, in our execu- 
tive capacity, can contribute to and encourage such co 
operation by: 

1. Not trying to take the credit. You do not take 
credit, it is given to you 
2. Giving the other fellow credit for a good perform 
ance. 
3, Being grateful and expressing gratitude to others 
for their cooperation. 
4. Cooperating even if it hurts. Sometimes your de 
partment may suffer by comparison when the corpora 
tion as a whole benefits. 
5. Think in terms of us and our company instead of 


me and my company. 


The executive must be a planner, a man of vision, one 
who outlines this month, but keeps in mind the end of 
the year, five years, ten years or even fifty years hence. 
The success of any enterprise will never be realized by 
letting the future take care of itself 

In our society where we cherish and guard individual 
freedom of choice, we are, nevertheless, greatly influenced 
by the plans others are making for us. Suppose an execu 
tive knows that because of incompetence he must replace 
a subordinate. He cannot do so unless he has in mind 
another person who has the technical training, whose 
loyalty is unquestionable and who has the capacity of 
carrying on the functions of the job. ‘This type of plan 
ning is very difficult because it usually must be done with 
out the knowledge ot the individual concerned. 

An executive is the representative of his company. Hi 
personality, his conduct, his thinking and his attitude are 
indicators of the type of company he represents. Com 
panies have personalities. The distinctive personal chat 
acteristics of a company are derived from the character 
of its top executives. An executive must be a big indi 
vidual and I do not mean big in stature, although I do 
think a healthy, robust physique is advantageous. He 
must be big enough to use ideas from others and give 
credit where it belongs. He must be big enough to ac 
cept constructive criticism and courageous enough to de 
fend himself when he knows he is right. He must be 
big enough so his thinking and his actions are not con 
fined to the limitations of his company. He is part of 
the system of free enterprise, and as such, cannot escape 
the responsibility of improving and defending it. That 
is not only true of the top executive but is true of each 
one of us. 

That old copy-book axiom, “Honesty is the best policy,” 
probably originated from the lips of a merchant who 
found out from experience that it pays to be honest. 
While I agree that in the long run you come out ahead 
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financially if you are honest, | believe the successful ex 
ecutive is inherently honest. Our entire structure of 
business and commercial enterprise rests, to a large ex 
tent, upon a foundation of integrity. Every purchase, 
whether written on a purchase order or phoned in, every 
agreement, every appointment and hundreds of other 
transactions would end up in utter confusion if we did 
not have a moral code of honesty. 

Being human includes a score of traits. The first 
one that comes to my mind is “He is not a stuffed shirt.” 
Ihe stuffed shirt description has been symbolic of a 
formal, unbending, aloof sort of person. The phrase 
itself is so descriptive that no attempt is made to improve 
upon it. I think 
he is fading out of the picture in this country and we are 
thankful for that. 


You just do not want him for a boss. 


I believe that the key to understanding lies in experi- 
ence. How can I understand a man’s problem unless I 
can put myself in his place and see how | would handle 


the situation ? 


How can I make such a mental transition 
unless I am in familiar territory where my previous ex 
perience comes to my aid in arriving at a decision? You 
can readily see the advantage that a supervisor has if he 
has come up through the ranks and can draw on an ex- 
perience to help solve the problems that confront his 
organization 

Here is a good comparison of two executives. One 
listens impatiently to the explanation of your problem 
he can hardly wait for you to finish so he can tell you 
how he licked it He is a man of experience and is proud 
of it If you have what you consider a new idea or ap 
proach to a problem, he will laugh and recall out of his 
marvelous experience where your idea has been tried 
years ago and flopped He will then proceed to tell you 
how to do the job and chide u for being so 

| he other executive will 
not seem to be imf utiently 
soon as he can. After you have I 
he will say, “Well, how would you handle this ? If he 


thinks you are on the wrong track , | direct your 


pounce on 
etl 


thinking so that you will discove wrong. 
An adroit question here and there *s the trick, and 
without your realizing it he wi vou to finding the 
solution and then with a “Go al ry your idea 


I think it will work,” you leave 


Good Listening an Important Qualification 


It is cle ir to me, as it must be to vou, which one ot 


can t ilk 


to either one, but what kind of reception are you getting? 


these men we would pick for a boss. Sure, vo 


Good listening is an important qualific tion of an execu 
tive. 

Ihe man who qualifies as a good executive is a man of 
experience, a hard worker who does not worry, who can 
delegate authority, but assume the respons bility for the 
decisions of his subordinates. He is a man of vision who 
plans for the future as well as the present, a man of con 
viction who, as a company representative, imparts to his 
company an enviable reputation. He is a big man, robust 
in health, but his bigness lies in his character which fits 
him to lead, to encourage, to reprimand and develop a 
fine relationship with his associates. He is not perfect 
in all of these qualifications, but he has a goodly share of 
each of them for, after all, he must be human to under 
stand the feelings of others. ake 











The Book that Has 
Revolutionised COLLECTIONS 
and SKIP-TRACING 


How to BEFORE the Publication of this Book 


MORTALITY RATE of Uncollected Accounts was 
CAtC ~ (according to U.S. | yept. of Commerce figures ) 


Accounts 6 months past due were worth 67¢ on the dollar. 
Accounts | year past due were worth 45¢ on the dollar. 
Accounts 2 years past due were worth 23¢ on the dollar 
Accounts 3 years past due were worth 15¢ on the dollar. 
Accounts 4 years past due were worth 12¢ on the dollar 
Accounts 5 years past due were worth 10¢ on the dollar 
Accounts over 6 years past due were WORTHLESS 





_and 


SINCE Publication of this Book—one chain organization 
alone has increased its Locates and 


*ollecr Collections on WRITTEN-OFF 7OO% 
\CCOUNTS—with the aid of this 
book 0 


ly A.M. TANNRATH 





Average age of these accounts was 6 years; some were over 12 years old. 


‘How to LOCATE SKIPS and COLLECT”’ 


by A. M. TANNRATH 
ID +r wases 
SKIP TRACING Authority on Credits, Collections Collecting Old Accounts 


Procedure for the individual skip and Skip Tracing 
tracer 


Proced for the f of vol . Cr t Collectio 
=a The Only Book of Its Kind Ever Published a waa 


Fourteen different ways to locate = as - Merchandise in Storage 
. skip without a registered Hard Bound Book—270 Pages—6” x 9 Bot Chock Law 
etter 

A letter to former employers PRICE $5.00 CANADA $5.50 Conditional Sales Law 
will bring phenomenal res 

Eleven stories of actual 


where the skip has been - WHAT USERS SAY 


cated, and the account This is the GOLDEN KEY that unlocks thousands of 


lected thr skip tra 
cted through these skis - dollars in accounts that have defied every known skip-tracing 
ing and collection methods 


procedure ) ! 
How, when and where to send , W "| , Commerce Laws 
registered letters e¢ have used your methods on a number of accounts that ‘ a amemenrs 
gue aces al teaiiee Glee te date back OVER SIX YEARS with phenomenal results Canon of Commercial Ethics 
vesietered letters Stellers Jewelry, Milwaukee 6, Wis Digest of Commercial Laws 
Analyzing returned registered let- The results I have already in tracing some of my 
ters f skips have been overwhelming and profital ( 
How to find the job Ne ada Recovery Bureau, Las Vegas, Nev 
Tracing the guarant Many 
the guaran or’s job an 
concrete case 








Installment Credits 


Bankruptcy Law 
Supplementary Proceedings 


Intra and Inter-State 


All States 


orward Claims 
thousands of dollars’ worth of skip accounts have 
been located through the direct result of your book Miller 
Management ( asheslle, Lenn 


ollection 




















No credit or collection man can afford to be without this book! 


Order your copy today. Then get those old accounts out of storage and dust, 
and begin to turn them into real money. Put new life into dead assets. Your 
small investment will pay you a thousand times over 


14 COPIES—ordered for its various offices by Securities 


et CA, Seaver, Cope CLIP AND MAIL THIS COUPON TODAY! 
21 COPIES—ordered by Merchants Acceptance Corp., sane tee _ 
Scenery Eee A. M. TANNRATH, Dept. CW-14, 


343 So. Deart St., 608, Chicago 4, 
160 COPIES—ordered by Miller Management Co., Nash * Sutere St, Rem icage 4, 


ville, Tenn Please send me copy(ies) of How to Locate Skips and 
Collect. Check Enclosed [ 





This book would be a valuable helpful gift to any Name 
employee in a credit or collection department. Firm Name 
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Godfrey E. Harris Retires 
Godfrey E. 
ternity for a period of fifty 
land 

rest. He had served 18 years with the 

Hecht 


January 31, 1953, at which time he re- 


Harris, who has served in the credit fra 
years in Baltimore, Mary- 
has retired to enjoy a well earned 
Company, Baltimore, and on 
tired, he had completed 26 years of serv- 
ice with the May Company, Baltimore 
as credit sales manager. He is a gradu 
ate of the law school of the University 

of Maryland and also graduated from 

the Shaftesburg College of Expression, majoring in dra 
matics and public speaking 
Retail Credit 


President and a member of the board of directors. He 


He is a co-founder of the 
Association of Baltimore and has served as 
has been associated as lecturer at Johns Hopkins Uni 
versity on business economics and has written several 
articles for The Creprr Worip. He is an honorary life 
member of the National Retail Credit The 
N.R.C.A,. wishes that Mr. Harris enjoys his retirement 


with the same success that he has enjoyed in the credit 


Association. 


fraternity. 

Mr. Fred W. Ellinghaus has succeeded Mr. Harris as 
Credit Manager of the May Company. 
Another Resolution on Professional Accounts 

The following resolution was passed at the annual 
meeting of districts two and twelve held in New York, 
N. Y., February 8-10, 1953: “The merchants of Dis- 
trict Two, comprised of the States of New York and 
New Jersey, and District Twelve, comprised of the 
States of Delaware, Maryland, Pennsylvania, Virginia, 
West Virginia and the District of Columbia, are urged 
to look upon Physician, Surgeon, Dentist, and Hospital 
bills in the same light as they do other accounts, pro 
vided that there has been a definite understanding with 
the patient and/or guarantor as to when he is to pay his 
account; definite monthly terms set; and when the ac 
count will be retired.” 


Do You Want a Raise? 


It is easy to get a raise if 
you know how. And the 
know how is contained in 
“How to Collect Installment 
Accounts,” by Samuel W. 
Guggenheim, a 70-page cloth 
bound book, chock full of 
letters and sound advice, tell 
ing you how to collect install 
ment accounts and open 
accounts. 


To collect your raise in pay, 
use the ideas in this book as 
thousands of credit executives 
have done. Sent postpaid if 
you send $2.00 only to 


NATIONAL RETAIL CREDIT ASSOCIATION 


| $75 Jackson Ave. St. Louis 5, Mo. 
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— FLASHES — 


COMING DISTRICT MEETINGS 
District Three (Florida, Georgia, North Carolina 
and South District Four (Alabama, 
Louisiana, Mississippi and Tennessee) will hold a joint 


Carolina) and 


annual meeting in conjunction with the 39th Annual In 
ternational Consumer Credit Conterence of the National 
Retail Credit Association, The Roosevelt Hotel, New 


Orleans, La., June 22, 23, 24, and 25, 1953. 


A. R. Macoon 


A. R. Macoon, 68, died at his home in Oakland, 
California, April 10, 1953. 


were spent working for J. 


Thirty-one years of his life 
F. Hink & Son, Berkeley, and 
of this time, 21 years were spent as Credit Manager. He 
was a member of the Quarter Century Club of the N.R. 
C.A. and also an honorary life member of the Associa- 
tion. a member of the Board of Directors of 
Credit Alameda 
president ot the 
Credit Granters of Alameda County. 


He was 
the Retailers County 
Retail 
In addition, Mr 
Macoon was a member of the Lions Club, Elks, and 
1.0.0.1 


Association of 


for many years and the first 


the Saratoga Lodge, 


Oscar Bock 
Oscar Bock, 56, Office Manager, L & L Refrigeration 
Co., Alton, Illinois, died March 24, 1953, following a 
heart attack. He was a native of Cape Girardeau, Mo 
and had lived in Alton 20 years 
the board of directors of the Credit Bureau of Alton since 


He was a member of 


1947, and a charter member of the Credit Granters Asso 
ciation. He attended all of our national conferences from 
1942 through 1951. A veteran of World War I 
active in the American Legion 


he was 
He is survived by his 
whom the 


stepmother, a sister and four brothers, to 


N.R.C.A extends its deepest sympathy 





DB 2 = 3 y 
Positions Wanted— 
Crepir Bureau MANAGER. 
Manager and 17 years’ experience in Credit Bureau work 
Age 46. Wishes to locate in South or Southwest. Box 
6532, The Crepir Wor vp. 
Unencumbered widow, after 


Five years’ experience as 


10 years in responsible 
field. 
Fifteen years’ experience in credit and collection super- 


government positions, desires to re-enter credit 


vision. 


Excellent record in customer and employee re 
3 


lationship. Best references. Box 6534, The Crepri 


Wor.p 
Help Wanted ' 


COLLECTION MANAGER to take charge in a me rchant 
owned Credit Bureau in the Southwest in a city of 
150,000 population. Eight employees in collection de- 
Box 6533, The Crepir Wor-p 


For Sale 


Crepir Bureau AND CoLLectTion AGENcy in South 
ern California. Price $12,000.00, or will sell 
Member. Associated Credit 
Box 6531, The Creprr Wor vp. 


partment. 


either 
department. Bureaus of 


America. 





More Credit Schools 


SINCE OUR report on the successful credit schools 
conducted by Sterling S. Speake in the April, 1953, iss 
of our Crepir Wortp, the following schools have beer 
held: Dallas, Texas; Colorado Springs, Colorado; Mont 
Alabama; Birmingham, Alabama; Tampa, F | 
Roswell, New Mexico; Hi 


and Lawton, Oklahoma 


gomery 
ida; Orlando, Florida; 
New Mexico: 

In commenting on the 
port, Louisiana, W. G. Readhimer 


The Credit School conducted here by Mr 


School held 


Secretary-M 


wrote 
some time ago was a success trom ¢ standpoint 


had an enrollment of 141 with an average 
ght and the interest was high throug! 

four nights I have attended other 

competent teachers but I believe Mz 

I have ever known. He knows 

a practical standpoint 

a wonderful thing by sponsoring 

I believe if the cities where the s 

ducted knew the value and results of su 

larger ittendance could be secured 

closed we have had many members, w! 

attention to our letters and newspaper 


' T 
school, call and want to know t we 


I believe this educational prograr 
sociation is more than it was adv 
heartily endorse and recommend 


sires a good educational school members 


Shown in the I f eft, is one of the 
sessions of school held in exand 
More than 7 merchants and tl r en plo ees were en 
rolled in this successful cred hool s| he picture on 
the right shows the school held at Carlsbad, New Mexico 


ria Louis ina 


where 97 were enrolled and the average nightly attend 


ance was 84.5 per cent 
ganized on a four-night basis 


sessions and covers all phases 


Each Credit School 
for two-and-one-half-l 
of credit and collectior The text and reference book 
Retail Credit Fundamentals, 1952 edition, by Dr. Clyde 
W. Phelps is used as ¢ basis tor the course and a cop) 
furnished each enrollee The fee for the ten-hour course 
is $10.00 per person, including the textbook and all ex 
A minimum ot 50 enrollments is required before 
Mr. Speake. The 


course is sponsored by the N.R.( in cooperation with 


the ACBofA. 


penses 


a credit s« ool can e conducted 


Mary A. Huddy 


prii | 1953, Mar \ Huddy Credit Mar we! 
ind Sons Company, Rocheste New 
service o te 
founder 
peration Rochester M 
kkeeper Short! . , M: 
| | Mollo 1i¢ l lenly i Is appointed 
\l ss Huddy to a cn ) »| until tr re 
tirement } her t ral ~d vw growth of 


During 


~ of 
What i good 


irtment d equall 


i 


tent! “ 


beg nning of her 
t of the Rochester Retail 4 
ciation, and director of the Rochester Association 
Credit Men. She has been made an honorary life mem 
ber of the National Retail Credit Association. A faithful 
ct Meetings and National Conferences, 


she has always been ready to take part in their programs 


ittendant at Dist: 


Her contribution to the cause of good credit principles 
ind practices has been an outstanding one. She has en 
cour aged the utmost cooperation between all credit grant 
ers in the community and has specialized 

young people for important position The N 
wishes Miss Huddy many years of happy retirement 
has richly earned the pleas freedon 

n store for het he leave ie credit 


good wishes of 
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LEONARD BERRY 


LTHOUGH the vast majority of outgoing credit 
department letters are of the “form” variety, there 


are many others, suc h as, replies to inquiries, adjustment 
explanation, apology, and so on. Usually extreme care is 
lavished on the preparation of form letters, and properly 
SO. When proc essed and used by the hundred indeed, by 
the thousand, excellence in wording and general layout 
is essential 

Because of pressure of time and other duties, however 
those “individual” letters often do not receive the same 
careful attention and thought. Yet they are equally im 
portant, if not more so, in building good will. Many of 
these letters fall into the “mollifving”’ category; they 
have the responsibility of placating annoyed customers 

The “You” approach, so often mentioned as necessary 
in writing a good letter, should also be used in writing 
these letters. However, the you approach means more 
than merely putting the word in the opening sentence. It 
means a whole-hearted desire to see the matter from the 
reader's viewpoint. A good-will building letter cannot be 
written from a self-centered point of view, even though 
the words may seem to indicate this. ‘The matter must be 
viewed through the eyes of the reader and handled ac 
cordingly. 

The first thing to do is read carefully the incoming 
letter. Many unsatisfactory replies, unsatisfactory that 
is to the reader, stem from the fact that the letter was not 
read with sufficient care to lead to a clear, complete reply. 
Then, try to decide what approach to the situation would 
most please the reader. True, it cannot always be resolved 
just as the reader would wish, but, surely, the explanation 
can be phrased in a pleasing and convincing manner. 

Third, keep the reply as short as is consistent with 
clearness and completeness. Many letters are unneces 
sarily long and thus tiresome ‘T hey oversell.”” 

Finally, make sure that somewhere in the letter ippears 
an expression of good will. Often a problem situation can 
be skillfully turned into an opportugity for creating 
greater friendship. Say the things you would like to hear 
if the positions were reversed 

In accomplishing better individual letters, many cor 
respondents successfully use a “form paragraph” book. 
In this book are set forth carefully prepared opening and 
closing paragraphs designed to fit a variety of situations 
Selection of the proper opening and closing paragraphs 
will ensure a letter at least two-thirds good. The replies 
to specific questions, or the explanations necessary can 
then be dictated. 

Ironically enough, our form letters are often better 
than the individual ones. That shouldn’t be. 


This Month's Illustrations > 


Illustration No. 1. An excellent example of credit 


sales promotion by letter. Following the attention- 
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getting opening, the letter goes on to describe the coming 
merchandise events that the store plans as 

O6$th birthday. 
pealing question, Could there be a more opportune time 


rh 
tor you to renew your charge account with us? I hen the 
action-impelling closing—an invitation to resume use of 


The third paragraph begins with the ay 


the account. A good illustration of the effectiveness of 
‘zoning’ a letter. The attractive letterhead is printed 
in blue, and the type used in the letter matches that ricl 
shade. The letter Is personally signed by the store man 
ager 

Illustration No. 2. Here is a different approach to 
credit sales promotion shown by way of contrast. This 
inactive account letter measures only 54% by 4 inches. It 
is printed and signed by a processed facsimile signature 
It requires no fill-in, being sent with the inactive monthly 
statement. The clever touch of incorporating a calendar 
of the month adds to the note’s distinctiveness. It is 
interesting to note the different techniques used in these 
two letters. 

Illustration No. 3. Here we show the outside page 
only of the four page notification of acceptance of new 
account folder by The Dayton Company, Minneapolis, 
Minnesota. This folder skillfully conveys an impression 
of dignity, together with expression of the store’s pleasure 
at welcoming a new credit customer The inside pages 
describe the various credit plans and services offered and 
set forth the details of cycle billing procedure. Valuable 
information for the customer 

Illustration No. 4. Again by way of contras 
is reproduced the new account acceptance 
used by Macy’s, San Francisco, California 
single sheet. On the reverse side is imprinted 
dressograph Plate the name and address of the new cus 
tomer. A window-faced envelope is used. Cur members 
will be interested in the different approach employed by 
these two fine stores in acceptance notifications Phat, 
we believe, is one useful objective of this Creprr Wor tp 
feature, to show 1 diversity of procedure 

Illustration No. 5. We are often asked for examples 
of credit application blanks used by stores in their “Silent 
Interviewers.”” Here is one such developed by Robeson’s, 
Champaign, Illinois (the application part not shown 
An ample supply of these perforated forms is placed in 
desks located throughout the store, along with addressed 
postage-free envelopes for the customer who prefers to 
fill out and mail the card at leisure 





Members are urged to send us their letters and 
forms for possible use on this page. Share 
your ideas with others in our profession. We 
welcome credit letters and forms from all types 
of business. 
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REDIT MANAGEMENT iss playing an increas 

ingly important role in retailing. T’o emphasize this 
development we have invited several store presidents and 
top executive officials to write brief articles tor The 
Crepir Worwp setting forth their opinions. ‘Their re 
plies will be published under this heading from time to 
time. 

One purpose of this new feature is to stim ilate and en 
courage young people to enter credit work as a satistying 
and rewarding career. Another objective is to provide a 
blueprint of what top management expects from the 


credit department. We invited these officials to describe 


the opportunities for advancement offered those engaged 
in credit work. We also suggested that they outline the 
responsibility of the credit manager and how he is re 
garded in the store's executive setup. It is with pleasure 
and deep appreciation that this month we present the first 


responses to our invitations. 


Here is what Sidney R. Baer, Vice-Chairman of 
the Board and Treasurer, Stix, Baer and Fuller Com- 
pany, St. Louis, Missouri, has to say: 

“Credit is a fundamental influence which contributes 
to business and industry. Without credit, business and 
industry would stagnate and retrogress 

“The Rothschild family, several centuries ago, were 
the first to recognize this basic truth, and subsequently 
developed a chain of banking houses throughout the 
world, so that a business house in one part of the world 
could transact business over the wire, with a business 
house in another part of the world, rather than through 
the cumbersome process of sending money 

“Today, of course, credit—not money (currency )—is 
the vehicle by which business is transacted, whether be 
tween business houses or on the part of individuals, in the 
fulfillment of their needs. 

“Credit and finance are more or less synonymous. 
Without sound credit, without sound finance, no business 
operation is secure. The lack of knowledge in this area 
by many operators of businesses, capable as operators, 
contributes in no small way to many failures. 

“Anything that is as fundamental to business success 
as are Credit and Finance (and I speak simultaneously 
of them because, as I have already indicated, these two 
elements are very closely related) is surely a fine field 
for young people to enter and in which to become 
oriented, one in which the opportunity is great if the 
young person is capable. 

“Credit, in addition to being basic in contributing to 
financial stability, is more and more being recognized as 
a great force in the stimulation and promotion of busi 
ness, if, expediently utilized. Credit, therefore, is a two 
edged sword and one which, in the hands of capable peo- 
ple, will prove valuable in contributing to their success 
and achievement as they grow older.” 
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Next we present William E. Glass, President, The 
Cottrell Clothing Company, Denver, Colorado: 


In present-day retailing when we are all striving for 


more volume it is necessary that we consider the im- 


portant part credit plays in retailing 

It has been said that ‘A cash customer 
customer but a charge customer ts your customer 
the men’s wear field I have always : a good 
ot substantial charge accounts is the backbone of any 
mens store Credit ofters us an opportunity to serve our 
customers with a more complete service, it is bound t 
increase our volume, and it gives us a backlog of po 
tential business not found in any other department in the 
store 

Management has always placed a great deal of in 
portance in having capable departmental managers, mer 
chandise men, and expert accountants. We should not 
overlook the fact that the manager of credit sales is just 
is important as any other executive in our firm 

He is probably responsible in many stores for more of 
the company’s investment than are many of the depart 
ment managers. He may have under his direct control 
millions of dollars of the company’s money and he has to 
see that the money is merchandised the same as in the 
other departments. He naturally has to get turnover on 
that capital. If the credit manager gets the proper capital 
turnover he is equally as important a man for producing 
net proht of the business as any other executive 

“In our store we strive for a three-time turnover in 
merchandise and a six-time turnover in accounts recei\ 
able. 

“Example: An inventory of $1,000,000 at retail should 
produce some $3,000,000 worth of sales, likewise a $300 
QOO capital invested in accounts receivable should produce 
$1,800,000 of charge sales. ‘To produce a six-time turn 
over in capital the credit manager must maintain a 50 per 
cent collection percentage a month If he falls below 
that he still possibly could produce a five-time turnover 
in capital on accounts receivable, which would be con 
sidered good in most stores I make this exan ple to show 
how important the manager of the credit sales department 


is to any firm 


“TI want to say just a word about the responsibility of 
the credit manager to his firm. He must be progressive 
and interested in producing volume the same as the mer 
chandise man He has many opportunities to do this by 
continually campaigning for good new charge accounts 
and also by earnest efforts to revive inactive charge a 
counts 1 have often felt that a credit man who is 
progressive and sales-minded is one of the most important 
men in any organization and a very valuable asset to his 


firm. 

‘I recently attended the convention of the National 
Retail Clothiers and Furnishers Association and also the 
Brand Names’ Foundation Meeting. At both of these 
organizations it was very noticeable that the top execu 





tives of many businesses today are looking with keen 
interest toward the credit department and the manager of 
credit sales 

Che firm I am with has had a phenomenal growth in 
the last two years. I think largely for two reasons 
First, we built 1 new store and have put great stress in 
our advertising of number one quality Brand Name mer 


chandise for men. Second -_ essive campaign by 

our credit department for good substantial charge 

counts in the city of Denver. 
I have had the pleasure during the past years of being 


closely associated with the National Retail Credit Asso 
ciation and I know from firsthand experience that the 
entire organization has been doing wonderful rk 
helping promote the credit departments of reta 

the executive level they should occupy in toda 

system of retail merchandise The future is 

young men in the credit departments of the man 
stores of America, and | hope they will select these po 
tions for their career. Retail Credit Management otters 


great possibilities.’ 


Now, Frank M. Mayfield, President, Scruggs Van- 
dervoort Barney, Inc., St. Louis, Missouri: 


; The importance of ¢ redit in retail ne can 
overstated. Stores do from 50 to 75 per cent of their 
business on credit and naturally they are interested n 
the development of a good and sound credit sales opera 
tion. 

The name ‘credit sales’ alone shows the change in re 
tail thinking about this job. The credit office used to be 
tolerated and was sometimes a ve detriment to the 


promotion of a business Voda is rightfully recog 


nized as one of the best promot parts of the business 
and a developer of good will as well. 

It seems to me that it is a field for any young man 
or woman entering the retail field. The credit sales 
manager has the clo contact with customers He 
interprets store policy to them. On his success in opening 
new charge accounts Cepends in large measure the fut 
growth of the store. 

“For these and many other reasons the credit office will 
always be a vital part of the store, and the cr | 


manager an important executive in store operations 


Schacter, President, Kaufman 
uisville, Kentucky: 


Now, Harry W 
Straus Company, 


Credit, by and large, is the mainstay of retailing 
It is true that there are a small number of stores in this 


country which sell for cash only For the most part 


however, credit represents anywhere from 25 to 75 per 
cent of a department store's business The average is 
well over 50 per cent. 

The establishment of credit is a delicate thing for a 
customer. Most people are sensitive about their credit 


standing. ‘Therefore, it requires great tact and under 


standing in dealing with people who want to open a 
charge account. And because the credit manager is in 
volved in more than 50 per cent of the store's sales, he 
quickly becomes a key official in any department store. 
‘One of the things that make a department store 
career unattractive is the frequent changes that are made 
in the buyer positions. But, in the credit department, the 


reverse is true, and with good reason. A credit manager 


customers year in and year out Lhe 
b, the more he knows about the 
paying habits and credit record For that 
is to the great advantage of a store to have the 
services of the same credit manager 


} 


store, the present credit manager has been with 


velve years. His predecessor had been with us 
t that long, and he left only to improve himself 
job elsewhere 
credit manager usually has a long tenure, if he 
work well. And, because he is a key official, and 
¢ it is so important that he continue ir 
us possible, the opportur 


lid tor, as the store grows, |} 


\ credit n 
handling of credi 
yeoman service tor ie realn 
tion. Very often a sale 1 be lost to 
the cre lan d not handle the account tacttully )n 
other occasions, if the credit man is willing to take a 
reasonable risk and extend credit on 
customer, as well as on his financial standin, 
considerably to the store's volume 

Then too, the . managers job is a fascinating 
one i » gets in interesting insight into the 
lives of so many ind people are still the most 
nteresting things on the face of thi 

Finally, a good credit manager must also be a good 
personnel manager tor very often, even in a medium A: 
store, | | have a good many people working unde 
him, people whom he must train, inspire and lead 


And sO 


considering 1 career m the retail field 


I would like to say to young people who are 


, 1 
1 would enter a realm based on faith in human 


If vou know how to deal with people with tact and 
un lerstandir 


3. If vou have a flair for helping promote iles 


lf vou know how to in pire subordinates 
ambition to become a 


which provides not 


tenure, but ‘ idvancement 


You can do no better than enter into credit work for 


lit does indeed make the world go ‘round! ane 





Presentation on Civil Defense 


Delegates to the 39th Annual Internationa! Consumer 


Credit Conterence to be held in New Orlean Tune 22 


25, 1953, will be privileged t ack-light presenta 
tion on civil defense will giv rt Dr Jack ¥ 
Johnson, Assistant Administrate 
tion Office, Civil Detense Adn ration, Washington, 
D. C.. at a luncheon meeting in the University Room, 
Roosevelt Hotel 12:30 P.M Wednesday June 24 
1953 Tickets are $3.00 each and will be available at 
the Registration 


Desk, Mezzanine Floor 
Hotel, Monday, June 22, 1953, and ‘Tuesday, Tune 23 


Training and Educa 


Roosevelt 


1953 
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Mer Businessman 


PROCEDU 


RES * CREDIT AND COLLECTION PROBLEMS 


Expense or Investment 


MANY SMALLER businessmen doing a credit busi- 


ness question the necessity of securing a credit bureau 
report for those first usually small credit transactions the 
customer might make. 


This question sent in by a mem 


ber facing just that problem is significant. 


QUESTION 


Many of our credit accounts are for small amounts. Is 
the cost of obtaining a credit bureau report on all neu 
credit applications justified regardless of the amount of 
credit involved? 


ANSWERS 


J. E. Zimmerman, Credit Manager, Kirsch- 
man’s, New Orleans, Louisiana: 


It is a hazardous step to approve credit applications 
regardless of the amount involved, without a credit bu 
} 


reau report, since small accounts frequently become sub 


No 
with respect to occupational and residence requirements, 
tor 


stantial ones. matter how rigid the controls used 


the applicants’ paying habits and responsibility cur 


rent debts are still unknown factors 


a credit 
All 


is recorded 


The minimum data the creditor should have i 


bureau file report, which is relatively inexpensive 


credit information, both good and derogatory 


by the credit bureau Information from credit granters 


court records, newspapers, ete ire gathered tor vears 


by the bureau on customers who may one day apply for a 
How 


furniture, doctor bills 


credit account at your store your customer pays 


his clothing, etc will be revealed 
to you through a bureau report 
A realistic will contrast the 


curing credit data before making 


veiwpoint expense of se 
a credit decision, with 
the expense of collecting slow accounts to 


not mention 


“charge-ofts.”” On this basis the cost of obtaining a bu 
reau report on a new application will justify itself as an 


investment and is not really an expense. 


Kenneth Ocetzel, Credit Manager, Boyd's, St. 
Louis, Missouri: 


I think it is 


ports on all applications, even though in the beginning 


important that we get credit bureau re 


they may be for small purchases. The credit bureau re 
ports will give the entire background of the applicant, or 
they will get the irfformation. 

A small account in the beginning may grow into quite 
With 


to make immediate disposition of 


a sizeable sum in the future. a credit report you 


will be in a position 


future charges. These small accounts can 


22 


grow to profit 
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able ones through proper promotional efforts solicita 


tion on accounts imactive tor sixty or ninety days 


With the credit bureau information at your fingertips, 
I 


you would know immediately if you wanted to solicit the 


account for additional business. Even though you may 


release small amounts of merchandise on a new account, 
before getting a bureau report, | would certainly suggest 
getting it, just the same stated 


tor above 


W. O. Perlick, Assistant Vice-President, 
“Charge It” Service, Texas Bank & Trust Com- 
pany, Dallas, Texas: 

Yes 


account 


reasons 


a bureau report is as important all 


When a 


granted charging privileges for any amount the 


on a sme new 


as on a larger one. customer has been 


natural 


reaction is to feel the account is available for future pur 


chases. If your accounts are opened for smaller accounts 


you are in a splendid position, in acknowledgment 


your 


of the account to your customer, to do a sales promotion 


job inviting additional business and promoting the good 


Everyone enjoys being ted to buy 


will of your store. inv 


idditional merchandise You { T a 


small account into larye one of eftort 


ind cost 


Alexander Harding, Credit Manager, John H. 
Pray & Sons Co., Boston, Massachusetts: 


By all means the ) ng credit inform: 


Who kr 


mou 


ition 


trom the credit bur ows when 


your customer who is 


nts today 


} 


nases 


buying 


ay suddeniy come your store ‘ rder pure 


which will be of a sizeable not have 


into! 


imount ( ao 
find your 


the 


credit mation on hand you will 


embarrassed in asking the customer to 
intorn is cleared throug redit department 


Your 


tor 


ition 


credit bureau undoubtedly ha variety of 


Ices buying credit information, ran tr 


om 


nformation up to and including a 


cot 


ten report One of these services surel 


to your pocketbook without utting 


any great extent If your business is a 


business—how much better it is to have t 


mation on hand and be ready for any occasion that migh 


remember tact 


} 


ne 


arise with a given customer Always 


Ne yer 


value of credit information in 


one 


as a credit granter underestimate the power and 


your own files. ‘That in 
formation is not going to do you any good in the file 

the credit bureau. It must be in your possession to have 
While many of your credit accounts 


the old 


any real value. are 


for small amounts, don’t forget saying ittle 





drops of water—little grains of sand—make a mighty lLhose who are worthy of larger amounts of credit 


ocean and a great big land.” Don’t pass up the obtaining d be encouraged to use it. Those who are not safe 


of credit information for you may suddenly wake up redit risks should not be permitted to creep into the 


some day and realize that instead of having little drops credit brackets. Without the information fur 


of water you may have a mighty ocean on your hands in 1 by credit reports it is not possible to know which 


the form of a lot of poor and probably uncollectible a to develop toward additional sales or which t 


accounts. eli to reduce bad debt losses When viewed ir 


this manner the relatively small cost of credit reports 
R. M. Wylie, Credit Manager, Weinstock- is justified in all cases regardless of the initial size of the 
Lubin and Company, Sacramento, California: accounts 


Statistics show charge customers buy considerably more Mrs. Dorothe Bolte, Credit Manager, Lyons 
than cash customers Cherefore, in credit customers Brothers Lumber & Fuel Company, Joliet, 
there is a considerable sales volume obtainable by credit Illinois. 
promotion. By suggestive selling and proper advertising lf vou at 0 , , redit reports on small 
the credit purchases can be increased to the point where wccounts why bother vet them on rzve ones? The 


they are profitable if sold to good credit risks. ‘The only risk factor is involved in each and every account that is 


t *t ne o i re Ss is by ob ’ j 
way to determine a good credit risk is by obtaining put on the books And it costs as much. or more. to col 


credit report As previously brought out, nothing lect « email acco ss it does a large hould the ac 


tates a credit customer more than a dela n approving he j 


count prove to one 


her purchases pending additional credit information If vou have not called for a report before opening the 
It is recommended that credit reports be obtained « small account and it reaches the stage where collection 
all accounts and credit promotion, s\ . . ’ effort necessary, the first thing you probably do is call 
credit display ind advertising be made ‘ t the the credit bureau tor a report sor t “putting 
charge account volume cart before the horse’ routine ind you are still 


dled with the job of collecting it 


Hugh Tallent, Credit Sales Manager, Charles 
F. Berg, Inc., Portland, Oregon: 


If the account is small, and it is good pay, and you do 
not have the benefit of the intormation contained in a 
Many customers who have need for but a small line of bureau report, nine chances out of ten vou are mis ing 
credit at the time their accounts are opened later require golden opportunity for expanding your sales In the 
credit in amounts ipproximatel) ve of your average matter of credit bureau reports, we cannot ittord to be 


account. Some even become your best customers. penny-wise and pound-toolish wan 








Reluctant Dollars 


Merchants and professional men can bring 


in reluctant dollars by using the tested 
Collection Insert shown here. Prepared 


= YOUR NAME at the urgent request of our members, it 


. ° s sfinite tie.i ; _o sli e Z 
in this “Who's Who” has a definite tie-in with the credit bureau 
Not only does it turn past-due receivables 


As a member of the Credit Bureau we are into cash. but it is an effective means of 
called upon to report, at frequent intervals, 


the credit standing of our customers. This educating the 
report is available to every merchant or pro- 
fessional man who is a member of the Credit promptly . 
Bureau. 


general public to pay bills 


f This is another success number in our 

Your account with us at the present time 1s ° . ° 7h . . 

PAST DUE. To maintain a good credit rec- series of Collection Helps. The size is 
kK é NOW . > . 

ord, you should make a payment NOW or three inches by five and one-half inches 

arrange for an early settlement. . 

and itis printed in dark green ink on canary 


bond stock. Only $3.00 per thousand. 


Name 





Owed to 


Balance $ Seeccuxe: NATIONAL RETAIL CREDIT ASSOCIATION 
ome 375 Jackson Ave. St. Louis 5, Mo. 














Guard Your Credit as a Sacred Trust 
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JOHN F.CLAGETT, Counsel, Natione!l Retail Credit Association, Washington, 


Direction of Consumer Credit Controls? —As 
this is written, Senate Bill 1081, as reported out of the 
Banking and Currency Committee, is under debate on the 
Senate floor. It is possible that final agreement on this 
important legislation, as between the Senate and the 
House, and approval of same by the President, will not 
occur for some days. In any event, what is written here 
would be pertinent background material for a_ better 
understanding of the law when passed, which will be 
covered in the next issue of The Creprr Worip 

Hearings have not yet been held by the House Bank 
ing and Currency Committee. ‘Tentative hearings were 
scheduled for May 20, 1953. But the committee staff 
did not know definitely what bill or bills would be be 
If $.1081 had then been passed 
by that date, the hearings would be on the Senate bill. 


fore the Committee. 


If it had not yet been passed and sent to the House, the 
Chairman of the Committee would introduce a measure 
to extend Titles one and three of the present Defense 
Production Act. Also the House Committee on Bank 
ing has had referred to it, principally by Democratic 
members, some 21 bills involving various phases of con- 
trols. This situation could delay House action, 

The Senate Report on 1081 in two short paragraphs 
spells out the approach by the Committee to the question 
of controls at this time and its conclusions as to the neces 
sary legislative action. On the requirements of the 
present, the Report states: ‘Today we observe signs of 
a possible armistice in Korea and pray earnestly that peace 
may surely come. But peace, if it be a durable one, must 
be retained as much as it has been gained by strength 
The Defense Production Act helped us successfully to 
mobilize for the Korean war and if extended, with the 
amendments recommended, will strengthen our detense 
and military efforts. If peace comes, it will serve to in- 
sure that peace.” 

In summary form, the Committee’s conclusions are 
stated thus: “Accordingly your committee after much 
deliberation recommends a bill which enables us to con 
tinue and complete our mobilization program. It con 
tinues material and rent controls in a limited way, 
continues the loan and production expansion program 
provides for standby credit control authority and author 
izes the President to impose a wage, price, and rent freeze 
for a 9-day period in the event of a national emergency.” 

The subject of prime importance to the N.R.C.A. is 
that of credit controls. Here, in the original bill, the 
Committee initially took the surprising step of authoriz 
ing the Board of Governors of the Federal Reserve Sys- 


tem “to exercise consumer credit controls in accordance 


with and to carry out the provisions of Executive Order 
o. 8843 (August 9, 1941.” This Executive Order, 
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No. 8843, it will be remembered, is the one under which 
Regulation W was originally issued. 

Opposition to this provision apparently sprang trom 
many sources, including a vigorous protest by Mr. Gold 
water, Republican of Arizona, a member of the Com 
mittee. Senator Goldwater's frank statement on the mat 
ter of credit controls, contained in his minority views 
attached to the Senate Report, is most revealing: 

“We likewise dissent vigorously from the proposal of 
the majority of your committee that controls of con- 
sumer and real estate credit be re-enacted, particularly 
Authority for 
such controls, contained in the Defense Production Act 
of 1950, was restricted in 1951 and deleted in 1952. We 


feel that the problems of consumer and real estate credit 


at this time and as a part of this bill 


are of sufficient importance to warrant separate study and 
if necessary, separate legislation Except incidentally 
they received no consideration in the hearings on this 
bill, and they were not asked for, either by the Federal 
Reserve Board or the President. The only decision put 
to the members of the committee in the first tentative 
draft before the committee was whether these powers 
should be placed in the President or in the Federal Re 
serve Board. Therefore, we recommend that all refer 
ences to consumer or real-estate credit be stricken from 
the bill.” 

Note from the above that the Federal Reserve Board 
did not seek or recommend re-establishment of Regula 
tion W. As a result of the Opposition to the credit con 
trol provision, a committee amendment was proposed In 
the following language: “Sec. 606. No authority under 
this title shall be initially invoked with respect to either 
consumer credit controls or real estate construction credit 
controls unless and until the President has found and 
declared under section 801 of this Act that a grave na 
tional emergency exists and has established ceilings on 
prices, wages, and rents pursuant to the authority con 
tained in such section; and all authority under this title 
shall cease to be in effect upon the termination of such 
ceilings.” 

The section 801 referred to is the entirely new pro 
posed Title VIII of the Defense Production Act, which 
has been referred to as the 90-day freeze or standby pro 
vision, which will authorize a 90-day freeze on prices, 
wages and residential rents whenever the President finds 
i grave national emergency exists and that the use of 
such freeze is necessary for security and economic stability. 

It will be noted that under the above committee amend 
ment, no credit controls can be invoked by the Federal 
Reserve Board, until (1) the President has proclaimed 
that “a grave national emergency” exists and (2) has 


established the authorized ceilings on prices and wages 





Local Association Activities 


District One at Swampscott 


At the annual meeting of District One held at Swampscott, M the 
following officers and directors were elected: President, Bernard | . 
Leopold Morse Co., Boston, Mass.; First Vice President, Milton Rose 
Peerless Co., Pawtucket, R. I.; Second Vice President, Frances Hernan 
Massachusetts General Hospital, Boston, Mass. ; and Secretary-Treasurer, 
Marshall W. Hunt, Credit Bureau of Greater Lynn, Lynn, Mass. Di 
rectors: A. Everett Cameron, Ware Pratt Co., Worcester, Mass.; Edgar 
N. Courtemanche, D. M. Read Co., Bridgeport, Conn.; John A. Hendry, 
J. A. Ogilvy Ltd., Montreal, Canada; Mabel C. Hardy, Cherry & Webb 
Co., Providence, R. I.; Frederick E. Hardy, Outlet Co., Providence, R. L.; 
and Ralph C. Locke, Credit Bureau, Manchester, N. H The National 
Director is Clifton M. Pike, Porteous, Mitchell & Braun Co., Portland, 
Maine. 

District Seven at Joplin 


Vhe following officers and directors were elected at the annual meeting 
of District Seven held at Joplin, Mo.: President, Elton L. Jordan, Okla 
homa Gas & Electric Co., Ft. Smith, Ark.; First Vice President, J. ¢ 
Glover, Chieftain Pontiac, Oklahoma City, Okla.; Second Vice President, 
Melvin Clark, Innes, Wichita, Kan.; and Secretary-Treasurer, Frances 
R. Smith, Hunt's, Ft. Smith, Ark. Directors: Ed Falk, Newman's 
Joplin, Mo.; Charles Burns, Union Electric Co., St. Louis, Mo.; Douglas 
Evans, Sample’s, El Dorado, Ark.; Roy Teter, Jenkins Music Co., Okla 
homa City, Okla.; Forrest Brunson, Emery, Bird, Thayer, Kansas City 
Mo.; Babe Cialone, Automobile Finance Co., Ft. Smith, Ark. National 
Director, Kenneth Oectzel, Boyd's, St. Louis, Mo., and Alternate National 
Director, Chester Larson, Merchant's National Bank, Topeka, Kan 


New York, New York 


At the annual meeting of the Associated Retail Credit Men of New 
York, New York, New York, the following officers and directors were 
elected: President, Albert S. Kleckner, Namm-Loeser’s, Brooklyn; Vice 
President, George S. \WWatkins, Martin’s, Brooklyn; and Secretary-Treas 
urer, R. M. Severa, Credit Bureau of Greater New York. Directors 
Walter E. Baab, Stern Brothers; Philip Gleason, Abercrombie & Fitch; 
John M. Hilgert, Lord & Taylor; Walter Robertson, Macy's; Harry C. 
Squires, Bloomingdale Brothers; and Lawrence Winthrop, B. Gertz, In« 


Johnson City, Tennessee 


The new officers and directors of the Associated Credit Managers of 
Johnson City, Johnsoa City, Tenn., are: President, W. F. Fine, Sterchi 
Bros. Stores; First \ ice President, Morrell Lacy, Hannah's; Second Vice 
President, Mack Boyer, The Peoples Bank; and Secretary-Treasurer, 
Frank Edmonds, Credit Bureau of Johnson City. Directors: R. N 
Dosser, Dosser’s; F. B. Hannah, Hannah’s; John Masengill, Masengill’s; 
Harry Wolfe, Summers Hardware and Supply Co.; Helen Morley, Paty 
Lumber Co.; L. O. Hale, Tennessee Motor Co.; Kathleen Welford, 
London Hardware; W. F. Shurtz, Pet Dairy Products Co.; and J. H 
Varnell, King’s. 

Baltimore, Maryland 


The Retail Credit Association of Baltimore, Baltimore, Md., has elected 
the following officers and directors for 1953-1954: President, John J. 
Lurz, O'Neill & Co.; Vice President, Robert L. Carmichael, Gomprec ht 
& Benesch; Treasurer, Albert T. Marlowe, Isaac Hamburger & Sons: 
and Secretary, Vernon L. Belt, Credit Bureau of Baltimore. Directors 
Herman A. Dorsch, N. Hess’ Sons; Fred W. Ellinghaus, The May Co 
Ellis A. Epstein, Hochschild, Kohn & Co.; Ted E. Marr, Stewart & Co.; 
Charles E. Merit, Wonder Clothes Co.; H. Lee Muse, Consolidated Gas 
Electric Light & Power Co.; and Robert B. Thomas, Hutzler Brothers Co 
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An Effective 
Sticker 


HAS IT OCCURRED (ry) 
TO YOU ~— — Sy 


that your unpaid account, if en 
tered against your record in the 
files of the credit bureau, may 
jeopardize your credit standing? 

The National Retail Credit As 
sociation, of which we are & 
member, is an international or 
ganization and in the files of its 
affiliated credit bureaus are main 
tained accurate, up-to-date rec 
ords on millions of credit cus- 
tomers. 


@ PLEASE protect your credit 
standing by making payment NOW 


A new sticker, the wording of 
which should influence chronic 
slow-paying customers to mend 
their ways. Tied in with NR.C.A 
membership and Bureau affilia 
tion, it will command attention. 


Only $ 3-00 a thousand 


National Retail Credit Association 
375 Jackson Ave., St. Louis 5, Mo. 


TAP RRR RRA R AERA RR RRR RR RR ARE! 


RRRRRRARSRARERRARARSERSRRSRESSERARAS 
es ‘ 7 , 
PAST DUE 
4 ‘ 4 
STICKE 
aR 


' 

i . . 

The Credit Bureau |! 

There is a Credit Bureau in 
this community that keeps a 
record of the manner in | 
which you pay your bills. Its 
files are open to every credit 
granter. 

As a cooperating member 
we furnish the Bureau a list 
of slow and unsatisfactory 
accounts If your past due 
account is reported to them, 
it may affect your credit 
record 

Guard your credit by pay- 
ing all bills promptly 


This CREDIT BUREAU sticker 
carries an excellent educational 
message and should be used on 
accounts more than 60 days past 
due Order from your local 
Credit Bureau or National Office. 


Only $ 3-00 a thousand 


National Retail Credit Association 
375 Jackson Ave., St. Louis 5, Mo. 
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C. B. FLEMINGTON . . Canadian Correspondent 


Gaanting Cred in Canada 4s) 





Instalment Selling 


H. LESLIE HULME, A.C.I., Credit Manager, Aluminum Goods, Ltd., Toronto, Ontario, Canada 
President, Credit Granters’ Association of Canada 


I DO NOT like the term “instalment selling.” 1 like 
to call it instalment buying, basing my feelings on the 
age-old sales principle that a customer hates to be sold 
If you can lead him to believe he is buying, the sale is half 
made. 

In dealing with instalment buying, there is no doubt 
that with our present-day economy, the high standard of 
living today is due to the fact that our factories and 
stores are enjoying possibly the best years in their history. 
Recently I had the opportunity of hearing a lecture on 
“The Wonders of Television.” 
speaker made the statement that in 1948 there were only 


I was amazed when our 
100 television sets in and around Toronto. ‘This is quite 
understandable when we realize the short range of tele 
vision; however, today there are approximately 250,000 
sets in Canada, representing a sales value of over a hun 
dred million dollars, ot which I would venture to say 75 
per cent represents sets purchased on the instalment plan 

Those of us who have been in the credit business over 
the past ten or fifteen years have had varied experiences 
We have come through a depression, a war and the post 
war buying spree when goods were scarce and money 
plentiful and the services of a credit man hardly needed 
as most goods were purchased for cash. Then came the 
trend toward instalment buying, as goods became more 
plentiful and cash not so readily available. For a period 
of about two years instalment sales increased, only to re 
ceive a severe setback by the imposition of Government 
control. The result was the falling off of sales, due to 
the fact that the controls made it difficult for the average 
person to purchase on the instalment plan, because of the 
high down payment and short terms required by the Act. 
With the dropping of controls, we are witnessing a 
gradual increase in sales in many lines, mostly on the 
instalment plan. Here the credit executive again comes 
into his own, by putting into practice the experience he 
has gained through the years, so that he can assure his 
firm of a maximum of sales, with a minimum of loss. To 
do this he must know something of his customer. He 
should also bear in mind the kind of merchandise he is 
selling; is it repossessable or non-repossessable; is it a 
necessity or a luxury, bearing in mind that what may be 
a luxury to one customer might easily be considered a 
necessity to another. We must take into consideration 
the customer's equity in the goods, relation of the monthly 





this publication carefully 
regularly will contribute to 
ouccess asa Credit Executive. 
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payments with regard to income and, last but by no 
means least, we should be reasonably assured that the 
customer will be employed during the life of the contract. 
In other words, the customer should qualify under the 
three C’s of credit, Character, Capital and Capacity 

I like to consider the three C’s of credit as the three 
stabilities of credit, namely, stability of employment, 
stability of residence and stability of paying habits. It 
is also essential to know the name of the employer of 
your customer, whether he is a tenant or an owner, if he 
has a bank account and whether or not his wite is em 
ployed and, if so, the amount of her income. It is also 
well to have one or two personal or business references 
It has been our experience that per references are 


of little value In most should t istomer move 


leaving no forwarding address, your | | reference 
is of little help to you 

Most of this information can be secured from the cus 
tomer if you have the opportunity to interview her; 
however, in our business we h indle all credits at loronto 
on a national scale and must depend on the Credit Bu 
reaus to secure factual information on our customers 
from which we determine as to whether or not we should 
open the account. 

Having all this information on hand is of little or no 
value to you unless, once the account is opened, you have 
an effective follow-up system. Circumstances may arise 
over which the customer may have no control, putting 
him in a position where he finds it most difficult to live 
up to the contractoral agreement. Customers of this kind 
should be followed up closely. In our business, we follow 
up every ten days. If no payment has been made at the 
end of fifty days, we set the account up on collection 
Here ayvain our follow up is close Fach account is re 
viewed at least once a month and we are reaching the 
point where we will be reviewing it twice a month. 

As credit executives it is our duty, not only to our em- 
ployers but to the credit profession as a whole, to see that 
agreements made with our customers are lived up to. It 
may be that, in some cases, you will have difficulty col- 
lecting your account. There are several remedies for 
this such as the Small Debts Court, Bailiff action, Solici 
tors and many others. I would suggest that before going 
into any legal action you have the advice of your Solicitor. 
Also, credit men should have a fair knowledge of Com 
Ml iny 
books have been written on this subject. I recommend 
Anger’s, Digest of Canadian Mercantile Lau If we 


mercial Law, especially the Conditional Sales Act 


continue to watch our customers to see that they are not 
overloaded or allowed to overbuy and if we can also come 
to some agreement among ourselves, our terms will be 
sane rather than insane. I feel that we have many years 


of prosperity ahead of us, thanks to instalment buying.*** 








Maritime Credit Bureau Managers Meet 





AT THE Annual Meeting of the Associated Credit 
Bureaus of Canada recently concluded in Winnipeg, high 
tribute was paid to the member bureaus in the Maritime 


Provinces for the increasingly important part they are 


playing in the business and economic life of Canada and 


for the degree to which they are contributing to the sound 
extension of consumer credit. 

Credit, wisely and sanely extended, is of the utmost 
assistance to the individual as it is to business. It pro 
motes well-being and raises the standard of living, but 


on the other hand, if abused, can prove detrimental both 
to store and customer. Credit Bureaus are formed for 
the sole purpose of safeguarding credit privileges an 
act equally in the interests of both buyer and seller 

In times such as these, when the sup; most met 
chandise equals or is greater than de 


competit 
selling results and the tendency is to libe fe store policy 
in relation to credit selling, particular], 


instalment or budget buying It 


in order to protect the « ilibre of ack 


necessa;ry 

le, that 
merchants take advantage of protect through 
cooperative eftort such as is provided throu medium 
of Credit Bureau operation 

There is an abundance of itrona » be enjoved 
through selling on a credit bas 1¢ potential is limited 
only through store policy i down payment 
and terms, as against those { It is, how 
ever, tolly to grant credit liser nately or to think 
that all applications should favourably considered 
While the vast majority of ns are fundamentally 
honest and will meet just « tions under ordinary cit 
cumstances, there is that percentage who are ut 
deserving of credit accommodation which must be guarded 
} 


against if business is to prove profit ible and the ratio of 
bad > ses cut to minimun Lhe aim of any 
enterprising oy the maximum of business 
volume with a minin 1 of risk involved This can be 
brought about only through cooperation tor credit pro 
tection, which is the ¢ nce of Credit Bureau service and 
functioning 
Two-Day Conference in Moncton 
Member bureaus of the Associated Credit Bureaus of 
Canada in the Maritimes. are situated in St John’s 
Newfoundland, Halifax and Truro, Nova Scotia, Saint 
John, Moncton and Fredericton in New Brunswick and 
in Charlottetown, P.E.1. Credit Bureau managers from 
these centres met for day conterence, in Moncton, 
N.B May 28 2 for the purpose of discussing 
matters relative to uniformit of operation and proce 
dure, in order that they may provide the utmost in eff 
ciency and service to their clientele, both local and inter 
bureau 
Ihe Associated Credit Bureaus of Canada was repre 
sented at these sessions by Carl B. Flemington, F.C.I 
F.C.LS., Secretary-Manager, Credit Bureau of Greater 
Toronto and interim Director for the Martime Prov 
inces Mr: himself a Maritimer, has 
always taken a keen personal interest in the Credit Bu 


Flemington 


reau structure in Eastern (¢ unada and has visited the 


various bureaus here on several occasions in previous 


He is a Past President of the Associated Credit 
1 Canada. During his visit to the Maritimes 


ington also addressed specially arranged meet 


lit granters u the various credit bureau centres 


Congratulations 


Lhrough the Canadian Section of The Creprr Wortp 
we desire to extend hearty congratulations and best wishes 
to the Credit Bureau of Hamilton, J. E. Shapland, Man 
wer, and to the Credit Bureau of Waterloo County, 
Kitchener, Ivan Bowman, Manager, on the opening of 
new ofhces in these centres. Both Hamilton and Kitch 
ener have completed new office buildings which we be 
lieve is unique in credit bureau ope Che Credit 
Bureau of Hamilton is now situated 165 Jackson 
Street East, Hamilton, and the Credit Bureau of Water 
loo County at 31 College Street, Kitchener The offices 
ire both of modern ign and are » constructed as to 
provide added fac *s for credit bu Y ition and 
expansion 

It has been 
new ofhces ar feel sure 
Canada jou 1 1 them « 


the vears w 








Past Due! 


PROMPT payment of this 
account is necessary to 


protect your credit record. 





Guard Your Credit As a 
Sacred Trust. > 











A NEW STICKER 


THIS STICKER has been prepared at the request 
of members to speed up payment of slow accounts 
Its consistent use will reduce delinquencies and bad 
debts. 

THEY SHOULD be used on statements of accounts 
which are past due several months 

THIS STICKER carries the prestige of the 
N.R.C.A. and the slogan ‘‘Guard Your Credit As a 
Sacred Trust,’’ is an excellent educational message 

SHOWN ABOVE actual size, they are printed in 
blue ink on orange gummed paper. Order a supply 


today 
Price, $3.00 per thousand 
NATIONAL RETAIL CREDIT ASSOCIATION 


375 Jackson Ave St. Louis 5, Mo. 
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April 1953 vs. April 1952 





DEPARTMENT STORES 
(Open Accounts) 


1953 1952 
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WOMEN'S SPECIALTY 
STORES 


MEN'S CLOTHING 
STORES 


DISTRICT 
CITIES 
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Birmingham Ala 
New Orleans La 
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Cincinnati. Ohio 
Cleveland Ohio 
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Denver Colo 48.7|506/44.0)46 1499/44) 
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0 Vancouver, B.C - | | — 
Victoria. B.C | —| | | —|] | 
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© Figures for March. 


INSTALMENT ACCOUNTS outstanding at department 
stores showed little change during March. Balances out 
standing at the end of the month were 1 per cent above the 
preceding month end, but were 28 per cent above March a 
year earlier. Collections on instalment accounts during the 
month amounted to 17 per cent of balances outstanding at 
the beginning of the month, 2 points above the February 
collection ratio, but 3 points below March last year. Charge 
accounts outstanding declined slightly in March, a month 
during which these accounts usually show little change 


Compared with a year ago, 
were up 5 per cent. The charge-account collection ratio in 
creased 5 points to 49 per cent in March, 1 point above a 
year ago. Sales of all types increased sharply from Febru 
ary to March—cash sales by 28 per cent, charge-account 
sales by 31 per cent, and instalment sales by 20 per cent. 
The percentage distribution of sales indicates that credit 
sales in March increased slightly relative to cash sales in 
comparison with both a month ago and a year ago.—Federal 
Reserve Board. 


charge accounts outstanding 
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A page devoted to improving the mutual operative relationship between me mbers of 


the National Retail Credit Association and the Associated Credit Bureaus of America 


7 ~~ - 9 


Successful? Mediocre? or Sick? 


checked a se t i different person. Housing 
such a question 1s particul irly important now equipment should I cabinet drawer being 
businesses are determining the value of their ser only 75 per Cjuide hould be used ever 3) 
production efficiency *«-files 


Your credit department 
fession. as the case may be) is serious! ed a Personnel Suggestions 
service problems and trying to keep c Take time to train new en tten job 
hle ateilile, ‘Waha iY A cali ere 
able amount Cred yureaus and 1] ’ outlines or anal . Have 
} 


or providing 
have these same prot lems. 


nces promotions Ww un the ofhice en vacancies occur Have 
thev have a simple, but helpful il rd « il ! 

. sl the: . spre salar ile equal to or better than the community's 
which to evaluate their office’s 


ive H ive some Dp tor measuring employee produc 


Vhis check list was develope n ooperative pro 


gram of the Associated Credit eaus of America and 


C)tter ti tvi ot employee benefits as other 


> ) health insurance, vacations, sick 
Remington Rand, with actual mar ment engineering 


survevs of credit bureaus at Cireen o, N, ¢ Svracuse 
N. Y.; Pittsburgh, Pa.; and Washington, D. ¢ 


Ihe check list has relevant questions on the organiza 


Sales Promotion Suggestions 


, loo ofter t is taken for granted } he ad bu 
on of the credit bureau. credit porting tac ilities opera ‘ 


on of the collection depart bookkeeping facilitic . : ; innot pet uUSINess, new 
personnel, sales promotion, an iblic relations (good « su ribe ) | er volume trom present users 
ius may overlook the priceless by 
y recommer | “dit bure | pro ) i credit bureau files, which could 
service manag well as boar lirector ust ry | reports, rental reports, group serv 
review this Remington Rand Management 
No. 811 to determine whether its { lings ipply in t 
own situation. It may help them evaluate the credit bu Suggestions to Boards of Directors 


to detern wi I is st The credit bureau's board should include representa 


cessful, mediocre, 01 CK rades and professions Inactive directors 


be replaced and “new blood” should be developed 
Importance of Surve er : 
al y Management should use the directors as a 
lhis Management Controller No. 811 may help to cor = 1’ 
rect a bad situation before it gets too bad and it will ilsc 


) 1s most eftectiy alesmen 
show where management is doing a topnotch job. 


ward’ for new ideas Directors should be 


Ihe time for improving a credit bureau or collection Need for Greater Interest 


service is before there is trouble with service users or ' ' ' 

: know any number of credit bureaus and collection 

with employees. If an office lacks members, development ' , , 

: which greatiy need ind want not just your 

or income, or has indifferent or backward management 

, support, but vou ral support and interest 
the time for action is before outmoded methods, 


is well It is perte tly t I ou should be con 
some competition or mediocre operation turn on the 
licht cerned with your own | 1 protession, but because 
— i Pe en oe eo the credit bureau and co i ofhce in your community 
ggesti - 

‘Te ’ . . o edi I spect llv suove 
ington Rand engineers made for improvement of service Z I respectfully suggest 
personnel relations, sales promotion, and suggestions tor 
boards of directors. I 4 Nl inagement (4 ontroller No 811 
uned through Remington Rand itself, or from 
Service Suggestions 


¢} 


e Research d Education Department, Associated 
Oral reports should be monitored, to determine ability Credit Bureaus of America, 7000 Chippewa Street, St. 
technique, speed, operator's manners, method of reporting Louis 19, Mi aliahal 
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Help Yourself, Mrs. Applicant! 


M' JUNTING EXPENSE RATIOS and personnel 
problems are causing much top-management dis- 
cussion these days. Efforts to combat these include close 
examination of all possibilities toward time-saving and 
personnel-saving streamlined operations. The advantages 
and disadvantages of self-service, self-selection, and other 
simplified selling methods, are being spelled-out No 
idea should be dismissed merely on the ground that “‘it 
has never been done that way 

The credit office comes in on this too. We should 
look sharply at all our departmental operations \re 
there simpler, faster, cheaper, easier ways of accomplish 
ing our purposes? If so, we should be the first to find 
them, not wait for other executives to point them out to 
us. 

It so happens that within the past few weeks I have 
had opportunity to discuss with several credit managers 
the matter of self-service in the credit office. By this 
is meant allowing, and even encouraging, credit applicants 
to fill out their own credit applications, both in the 
credit office and elsewhere in the store 

One of the surprising things that have come out of this 
modern streamlined procedure is the fact that applicants 
usually turn in more complete credit applications when 
they do the job themselves than when expert interviewers 
do it. It is hard to say why this is so, unless it be that 
all of us have become accustomed to filling out forms of 
all kinds, including income tax returns! 

Those credit managers who have instituted the proce 
dure declare themselves well satisfied. Not only do they 
provide “Silent Interviewers” placed at strategic spots 
in selling areas, but also have desks in the credit office 
with a sample credit application filled out, placed under 
the glass top to serve as a guide and model to applicants 

They point out that this proc edure solves the problem 
of adequately and promptly serving credit applicants at 
rush periods. Since usually store traffic peaks just at 
the times when store personnel are on lunch periods, this 
factor is important. 

Even with new instalment account ipplic itions many 
credit managers follow the same procedure. Of course 
in such cases, the customer must also be interviewed so 
that the specific details of the contract might be com 
pleted, but the basic credit information being already ob 
tained, the interview is considerably shorter 

In at least one large store it is a rare matter for new 
credit applications to be obtained by formal interview 
Practically all are filled out by applicants themselves 
The credit manager of that store would not now have it 
any other way. He had some misgivings at first but soon 
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found they were not justified. Needless to say Sa\ 
ings made possible are considerable. Not only that, think 
of the convenience to the applicant: no tiresome waiting 
and no feeling of being examined 


uniformly favorable. 


Customer reaction is 


The main objection voiced by one credit executive re 
luctant to adopt this procedure, was that credit selt 
service deprived the store of the opportunity of welcoming 
the customer to the store, impressing on her the necessity 
of prompt payment, and building good will generally 
\ good point! 

However, surely the credit acceptance letter sent 
could be designed to tell the customer about the various 
store services ; express the store’s pleasure at gaining a new 
friend ; and set forth payment requirements Phat handy 
littlhe N.R.C.A booklet, The Good Things Life on 
Credit, can be very useful as an enclosure with the credit 
acceptance letter. 

In this booklet credit is described as the “magic force 
that puts the good things of life within the immediate 
reach of responsible people ’ The value of person al credit 
and the importance of building up and maintaining a good 
payment record are set forth in interesting and friendly 
Buy Wisely and Pay Promptly” is the closing 
advice in the booklet to credit customers And, because 


fashion. 


the booklet bears the emblem of the National Retail 
Credit Association which contains the Association’s slogan 
Guard Your Credit as a Sacred Trust it has con 
siderable prestige value 

One credit manager who has had experience with this 
type of credit ofhce self-service points out the extreme im 
portance of keeping the desks well supplied with applica 
tion blanks and writing tools. In his office one person is 
given the definite responsibility of seeing to this. Com 
pleted ipplication forms are collected several times every 
day and consistent effort made to process them as rapidly 
as possible. 

Of course, there are minor problems in connection with 
this procedure. The percentage of declined accounts 
seems to be greater than is the case with accounts opened 
by regular interviewers. “Then too, mischievous children 
and sometimes even mischievous adults, fill out the forms 
with nonsensical and fictitious names and addresses, but 
allowance has to be made for this child’s play 

It does seem that the advantages inherent in this ex 
pense-saving procedure far outweigh the disadvantages 
At all events credit sales managers should study the possi 
bilities of installing such a system in their own offices 
rhis is a procedure well worth looking into Leonard 
Berry. “ne 
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Retail Credit Management Institute 


A a ee a a eee en a a ea i aaa “ 


ARRANGEMENTS have been completed for the Re 
tail Credit Management Institute to be held at the Uni 
versity of Oklahoma, Norman, Oklahoma, July 20-24, 
1953, sponsored jointly by the University and the Na 
tional Retail Credit Association. 

All classes will be conducted in the air-conditioned 
Student Union Building. Morning sessions will be con 
ducted from 8:00 A.M. to 12:00 Noon, and afternoon 
sessions from 1:30 P.M. to 3:30 P.M., Monday through 
Friday. Evening sessions will be conducted on Tuesday 
and Thursday nights from 7:00 P.M. to 9:00 P.M 

Students should plan to arrive at the Institute on Sun 
day, July 19 and check into the dormitories between 
3:00 P.M. and 6:00 P.M. The rate is $1.50 per night 
Special housing accommodations will be arranged tor 
married couples who plan to attend. 

Adjacent to the dormitory building large student 
cafeteria in which excellent and inexpensive me ils may be 
obtained Meals are also served at the Student Union 
Building's cafeteria, and in the luxurious Ming Room 
which is open for lunch and dinner. The $25.00 registra 
tion fee is payable in advance, and includes tuition, text 
books ind other classroon mate 

Here are the names of the men Institute 


faculty and a brief biography of « 


Credit Bureau Service 

August J. Kruse is General Ma Bureau 
of St. Louis, Missouri, and also of the Charga-Plate As 
sociates of St. I outs He is a director Seventh District 
Associated Credit Bureaus of America. Has served as 
chairman of several committees of the National Retail 
Credit Association and the Associated Credit Bureaus of 
America it Washington University, St 


Louis, Mo. 


pec ial lecture 


Business Law 

William R. Bandy s Associate Protessor ot Law it 
the University of Oklahoma. Holds B.A. and LL.B. de 
itv of Texas and LL.M. from the 


For several vears he maintained 


grees trom the Unive 
U niversity ot Michis 
a private law practi e in Austin, Texas and was Assistant 
Protessor of Business Law at the University of Texas 
trom 1946 to 1949. 


Public Relations 


Stewart Harral is Director of Public Relations Studies 
at the University of Oklahoma. Nationally known lec 
turer, author and consultant. Author of seven books and 
more than forty magazine articles. Listed in “Who's 
Who in America,” “Directory of American Scholars, 
“Who's Who in American Education,” and other vel 


umes. 


Business Communications 

Kenneth Baker Horning is Associate Protessor of Bus 
ness Communication at the University of Oklahoma. He 
is a member of the Board of Directors of the American 
Business Writing Association Widely known author 
and lecturer on letter writing. Business correspondence 


consultant for many Former editor 


corpor ations 
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National Retail Credit Association “Better Letters 


Accounting 

William C. McGrew is Assistant Professor of Ac 
counting at the University of Oklahoma, a Certified Pub 
lic Accountant and has practiced accounting in the field 
of auditing, income tax, municipal accounting Holds 
B.S. degree in Accounting and a master’s deg 
Business Administration from the Universit 


oma 


Retail Credit Fundamentals 

Leonard Berry is Educational Director nal Re 
tail Credit Association, feature writer to CREDIT 
Wokr.p, and Editor, National Retail Credit Association's 
Better Letters Service He has a backgrot ove! 
twenty-five years’ practical experience I | credit 
management in one ot the nation’s outstand ny yparel 
stores 

This Institute is the first in a series of annual inst 
planned as integrated educational program leading 


i diploma I s res nition of specializes 


the specia Kills requir uccesstul reta 
yement Write now tor further details to 
ot Short Courses and Conteren 


of Oklahoma, Norn 


homa, 





REVIVE 20% to 50% 


of your 


INACTIVE CUSTOMERS 


with THE MORRISON PLAN 
Program that has brought back up to 51 of our 


a consistent Mail 


chents’ strayed istomers 


THE MORRISON PI 

Al ampaigns are 

Mailings ¢ we he 

ustomers’ buying habits for BEST results. Wes 


the work Write copy; supply stationery and pe 


sddres nsert, stamp ar ae envelope ! 


lette t ir post office be mailed loca 


For details, write 


GORDON K. MORRISON 
MAIL ADVERTISING COUNSELOR 
805 Jackson—Amarillo, Texas 
Associates in the following cities 
Billings, Montana 
Canton, Ohio 
Chicago, Illinois 
Knoxville, Tennessee 


Quincy, Massachusetts 
Rocky Mount, N. C 
Saint Louis, Missouri 
Seattle, Washington 
Toronto, Canada 

San Francisco, California 


Milwaukee, Wisconsin 
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nAMENTS 


By the Editor 


* * * * + * 


Credit Schools 


NTHUSIASTIC reports have been received from cities in which 

Sterling S. Speake, Credit Specialist, National Retail Credit As- 
sociation, on leave from the University of Texas, has conducted 
schools in Retail Credit Fundamentals. 


In the four months ended May 31, 1953, schools have been 
sponsored by Credit Bureaus and Credit Associations in twelve 
cities with a total enrollment of 1,014, ranging from a low of 59 
to a high of 146. 


The following from a letter of John L. Guyton, President, As- 
sociated Retail Credit Managers of Birmingham, Alabama, is typical 
of letters received from other sponsoring Associations: “The Credit 
School conducted by Sterling S. Speake, April 27, through April 30, 
1953, Was a great success. There was an enrollment of 95 and 86 
took the final examination. The school has done a great deal of 
good for credit granters in the Birmingham district as well as bene- 
fiting our Association. Mr. Speake is an excellent instructor. He 
holds your interest from the beginning to the end and certainly 
knows his subject.” 


© 


Plans should be made now for schools this summer and early 
fall. Requests for dates should be sent to the National Office 
and it is suggested that first, second and third choices be given. 
They will be referred to Mr. Speake, who will arrange his itinerary 
and communicate with persons interested. 


Direct your request for full details to Leonard Berry, Educa- 
tional Director, National Retail Credit Association, 375 Jackson 
Avenue, St. Louis 5, Missouri. 


Participation in this educational program pays dividends. 


General Manager-Treasurer 
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The Last Word in Textbooks on Retail Credit! 


RETAIL 
CREDIT 
MANAGEMENT 


496 pages 
Waterproof 


Binding 











Written expressly for the new Educational Course of the Na- 
tional Retail Credit Association by Dr. Clyde William Phelps, 
Professor of Economics of the University of Southern California. 


TABLE OF CONTENTS 


Credit Department 
and Organization 
Selecting Credit 
Employees 
Training and Other Functions 
. Credit Department Layout and 
Equipment 

Modernizing the Credit Office 
Credit Granting Principles 
Collection Principles 
Credit Depariment 
and Research 
Control of Accounts 
Collections, Expenses and Spe 
cial Ratios 
Credit Bureaus 
Organization 
Credit Bureaus: Reporting Serv- 
ice 

Credit Bureaus 
Other Service 
The National Retail Credit As- 
sociation 

(The book contains fourteen 
chapters; four hundred and 
ninety-six pages; many charts 
and illustrations; bound in im 
pregnated waterproof blue 
cloth.) 
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Nationat Retan Creoit Association 
375 JACKSON AVE. ST. LOUIS 5, MO. 











You Need This Book 


Indispensable to retailers, financial institutions, doctors. lawyers 


/ " 3 ’ 
and ¢ ntectton agencies Saves time and worry 


THE SOLDIERS’ AND SAILORS’ CIVIL RELIEF ACT 


OF 1940, AS AMENDED 








DO YOU KNOW THE ANSWERS 
TO THESE QUESTIONS? 


e houl Merchant tak 


High lights of the Relief Act: Facts of interest 


to the credit granter 


Analysis of the Relief Act: Prepared by a promi- 
nent New York attorney and written in the 


language of the layman 


Questions and Answers on the Relief Act 
Thirty-nine problems of everyday occurrence 
answered in a way which will assist you to se- 
cure a working knowledge of the Act. Neces- 


sary forms illustrated 


Price to members, 7 to nonmembers, $1.00 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 Jackson Ave. St. Louis 5, Mo. 
o 


NATIONAL RETAIL CREDIT ASSOCIATION 
$75 Jackson Avenue, Saint Lou M 


Enclosed is check for § for which please send me 
copies of The Soldiers’ and Sailors’ Civil Relief Act (1940 and 
Statutes Consolidated) at 1 copy postpaid (nonmembers, $1 


Name 
Address 


City 





